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when you think of NEWPORT 
you think of RHODE ISLAND 


when you think of 


think of these stations 


Nashville 
New York 


Portland, Ore. 
Providence 
Raleigh-Durham 
Rochester 
Kansas City Sacramento 
Little Rock F San Antonio 
San Diego 

WNEP-TV. . Scranton-Wilkes Barre 


Duluth-Superior 
Flint-Bay City 


.. Minneapolis-St. Paul 


ust as Newport is a famous summer resort noted for 

is great sailing-these stations are famous for the great Television Division 

nles they produce in Spot TV. Alert national advertisers Edward Petry & Co., Ln Cc. 
pcognize them as leaders with the kind of coverage, The Original Station 

iewers and prestige that pays off in measurable results. a 
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++++Four ratings in a row tell the same story —in Milwaukee, 
Channel 6 is first choice with viewers during prime time .. . and it’s growing! 
Its shares, seven nights a week, 6:30 to 10:00 pm: 
+ 39.3—ARB, May ’61 + 35.8—Nielsen, May’61 
+ 40.2—ARB, June’61 + 36.0—Nielsen, June’61 —— 
witi-tv 


Represented by Storer Television Sales, Inc. Milwaukee 
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29 MOMENT OF TRUTH Middletown, U.S.A. 
Despite anti-trust action, football will continue to benefit from ’ 


Mass print media, some merely circulating in search of a 
tv this fall 


36 FEATURES FOR FREE MUNCIE 


Respondents to special Pulse survey generally rate tv movies Crossroads of the Middle West 


over regular fare 


rate base, fight tv's inroads 
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38 MUSIC CAN BE SEEN, TOO 


With proper techniques television can give a new dimension 
to the ancient art 
. te 


40 THREE FOR ONE 


Trio of Tidewater stations joins in a single promotion to MUN CIE 


raise market's status 
Cross-section of the nation 
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23 Business Barometer 63 Wall Street Report P = 
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25 Newsfront 77 In the Picture 
The way it happened Portraits of people in the news 
41 Viewpoints 78 In Camera 
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Letter from the Publisher 


Articulate Arguments 


We have received a great deal of mail commenting on the pro- 
posal that the Television Bureau of Advertising by-laws be changed 
to enable TvB to promote spot television exclusively. 

The proposal, of course, is not new. It was discussed at great 
length by the “founding fathers” when TvB was organized seven 
years ago. There are articulate arguments on both sides of this 
important issue. TvB president Norman E. (Pete) Cash has set 
forth the broad objectives of the association under its current 
operation (see page 17). Glenn Marshall, president of WJxT 
Jacksonville and TvB chairman, supports the retention of the 
present TvB all-industry concept. John T. Murphy, vice president 
in charge of television of the Crosley Broadcasting Corporation 
and a TvB board member, in supporting Pete Cash’s view, says, 
“Once the advertiser is converted to television, then I feel that it 
is the responsibility of the networks, the station reps and the sta- 
tions themselves to make certain that all get their equal share based 
upon performance.” 

On the other hand, Merle Jones, president of CBS Television 
Stations Division, feels that, while TvB has done an outstanding 
job, it could be even more effective by concentrating on spot. Wil- 
liam B. Quarton, wmMt-tv Cedar Rapids, Donald P. Campbell, 
wMAR-TV Baltimore, and Thad Sandstrom, wipw-tv Topeka, agree 
with this point of view. 

The mail from station managers has been running 60 per cent 
in favor of revising the by-laws, 40 per cent against. The posi- 
tion of this publication, as expressed in the editorial in the July 
24th issue, is that the television business is changing. It has changed 
more in the past two years than it has in the previous 12. For TvB 
to serve the industry most effectively, it should be free to sell spot 
television exclusively. 

More importantly, the question should be submitted to the mem- 
bership at the annual TvB meeting in Detroit on Nov. 15. This 
would give the membership its first opportunity to vote on an issue 
that vitally affects them. 


A Question of Semantics 


This would also be a good time for the industry to come up 
with a substitute word for spot. Many national advertisers still do 
not understand the meaning of spot and the word itself has con- 
flicting connotations. Merle Jones has suggested the word national. 
To this end, the CBS representative organization has changed its 
name to CBS Television Stations National Sales. The new ABC-TV 
representative division is similarly titled ABC-TV National Sta- 
tion Sales. Several years ago Paul Raymer undertook a campaign 
to change the word spot to selective. However, the word never took. 
If the stations and all the reps were to use the words national tele- 
vision, it would fit the categorical description of national, network 
and local. If there are any proposals for a more descriptive 
semantic than national, we would welcome any suggestions. 


Cordially, 

























Here’s the big three from 
ABC FILMS-—each avail- 
able for local stations for 
the first time. Turn the 
page and take a good look 
at three big ways you 

can build more audi- 
ence, more sales with 
ABC FILMS 
INC. 











THE 
FINEST 
FILMS FOR 
TELEVISION 
FROM ABC 
FILMS 
INC. 
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Praised by Sen. Thomas DODD (D., Conn.) 
chairman of the U.S. Senate 

Subcommittee on Juvenile Delinquency, 

as an example of a “good” 
action-adventure show that could be 
successful without being unduly violent. 
(from BROADCASTING, June 19, 1961) 
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WYATT 


78 EPISODES* OF TV’S 
MOST OUTSTANDING 
ACTION-ADVENTURE 
SERIES AVAILABLE NOW 
IN SYNDICATION! 


“Up to 226 episodes available in some markets. 
Check your ABC Films representative. 


“WYATT EARP” 
after a six year network run 


with a record breaking 37.6% share of audience 


“WYATT EARP” 
on network this season has 


an average rating of better than 20.0—reaching more 
than 13,000,000 homes each week. 


“WYATT EARP” 
is pulling powerful ratings in 


market after market... big and small... north and 
south ... east and west! 

NOW is the time to get with the biggest syndicated 
buy of them all... The Life and Legend of Wyatt 
Earp. For complete information, call or write 


ABC FILMS, INC. 


1501 BROADWAY—LA 4-5050 
NEW YORK 36, NEW YORK 








NOW LOCAL STATIONS CAN 
GO ‘ONE STEP BEYOND’ 


John Newland hosts 94 episodes 


representing the most exciting 
dramas in or out of this world. Top 
names star in the 
incredible, true 
life dramatic ex- 
periences beyond 
man’s ken. It’s 
another fascinating, first-run off 
network, first quality series from 
ABC Films. Every episode a chill- 
ing, supernatural spectacular, to 
help you achieve supernatural 
sponsor and rating success this 
Fall. On the network — as “‘Alcoa 
Presents” — this superhly pro- 


duced series gained top local rat- 





ings, all across the country. And 
the largest segment of this audi- 
ence was the family “buyer —the 
adult female. That’s why these 
half hours are geared to take you 
that one step beyond the reach of 
all local competition. Use the 
phone, telegraph, mail or mental 
telepathy —but do it at once—con- 
tact your sales representative 


from ABC Films, Inc. 


THE 
riLms FOR ABC FILMS, INC. 
1501 BROADWAY, 
~NEW YORK 36, NEW YORK LA 45050 























NOW AVAILABLE @OR 
LOCAL STATIONS 
170 POST ’50 CARTGRNS 


‘CASPER 


THE FRIENDLY GH 
& COMPANY? 


(Co-starring HERMAN & KATNIP, BABY HUEY 
Baby Giant, LITTLE AUDREY, BUZZY the CRO 


















Here’s the cartoon package that’s 
got everything: 

Top production value because they were 
produced by Paramount for theatrical 
consumption — each at the cost of ove 
$50,000. And they’re availablg 
color or black and white 
up tod ine ook because 




































the post 19 piger program life 
ause they rug to 8 minutes each 
20% longergman the “made for TV only” 


product. Théey’re a complete package 

with timed openings, closings and bridges 

for bg@tter station programming. 

Morgikid appeal because they’re fully 

aningted with complete and original 

scorife effects. 

Top @™ck record because they outrated 
Yaang in sight — pulled an astonishing 

55% slime of aydience aggafist 

network ition. 

Pre-sold pgp tai Pcause thes¢ 













































THE 
FINEST 
FILMS FOR 
TELEVISION 
FROM ABC 
FILMS 
INC. 


Gadd tremendous 
existing show. 

& and they’re 

D it now — phone or wire 


























1501 BROADVAY, NEW YORK 36. LA 4-5050/ 





























Anytime 
is choice 
time on 
KTVE 


channel 
10 


=| 


if 








Choice time to reach 
ever 163,500 tv 
homes at low CPM 
choice time to sell 
the 700,000 persons 
in the prosperous 
oil and timber 
area who regularly 
enjoy the top NBC- 
ABC programs on 
Channel 10. 





To buy these choice 
times—call your Bolling 
man—or see your 
Clarke-Brown Representative 
in the South! 
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Vice President-General Manager 


El Dorado, Arkansas 
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Surprising how trends can be stopped 


Maybe they’re right. Maybe there is nothing harder 
to stop than a trend. Maybe. But we stopped one. . . cold! 
In Minneapolis-St. Paul, the TV viewing trend was 
down. All three network affiliates (called X, Y & Z) 
played to fewer people in June than in May. A lot fewer. 
Not so at WTCN, the Channel 11 independent. 
Audience was up. 20% more viewers over-all, a 
whopping 37% more viewers in the big-time slot from 
6 P.M.-10 P.M. Slice it any way you want. Hours per 
day, days per week . . . WTCN spells UP. 
What did it? Such trend-stoppers as Killebrew and 


company—the Minnesota Twins—first with the fans, 


if not first in the league. News-on-the-hour (On TV? 
Sure!) First-rate, first-run feature films in prime time. 
Great kiddie shows. The best in syndicated programs. 
Community identification and endeavor. 

And we’ve just begun to fight. From now on, things 
get bigger and better. If the Twin Cities figure in 
your marketing plans, climb aboard. Call the man from 
Katz and ask him to bring along the June ARB book. 
And the May book, too. Nielsen, if you prefer. Check 


the trend, the new Channel 11 trend in the Twins. 


TIME-LIFE BROADCAST 


Independent WTCN-11 + Minneapolis-St. Paul 
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Whenever all three networks cover 
SS a, hs 


















elithe same event at the same time... 





more people watch it on NBC 


When Gus Grissom rocketed into space, an estimated 43,000,000 
people watched it—and throughout the shoct NBC TELEVISION attrac- 
ted 61% of the network audiences.* It happens that way all the 
time. For INSTANCE: 1. During the National Political Conventions NBC 
News attracted greater viewing audiences than both other networks 
combined. 2. In the Great Debates, viewing on NBC was substan- 
tially greater than on either competing network. 3. More families 
turned out to watch the Election returns on NBC Television than the 
total for both other networks. 4. And it happened that way again 
for the Inauguration. 5. And again for coverage of Alan Shepard’s 
history-making flight. 6. When President Kennedy reported to 
the nation on his trip abroad, NBC News again won the biggest 
audience, this time by margins of 5% and 136%. 
7. And in Presidential Press Conferences covered 
by all three networks, NBC averaged an audience IS 
pull 37% stronger than its closest competitor. 


Sources: *Trendex. Nielsen Television Index: Items 1-5, National (Average Audience Ratings). Items 6 & 7, MNA 
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PROTECTION IN ACTION—With the cooperation of the St. Louis Police Depart- 
ment, KTVI cameramen record exciting action-sequences of officers on the job. 


One of the superior productions through which 


creative talent and community leadership are 
continually building new vision into Television 


on stations represented by B [ AIR TV 
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‘The Constant Protectors’ 
on KTVI, St. Louis 





“Since the national Expedition 
series on ABC-TV is sponsored by 
a St. Louis-based firm. The Ralston 
Purina Company, KTVI is espe- 
cially pleased to be one of the sta- 
tions cited for ‘outstanding Jocal 
production of Expedition tele- 
casts.’ On every hand, we find pro- 
grams like “The Constant Protec- 
tors’ add to our community stature 
—an advantage both to us and to 
the advertisers we serve.” 


J. J. BERNARD 
Vice Pres. & Gen. Mer., 
Station KTVI 





Highlighting True Value 
in Community Advantages 


Television has few assignments more 
challenging than this: 


To present a clear, objective pic- 
ture of law-enforcement in action— 
free from overplayed dramatics, yet 
not minimizing grimness, nor danger. 


So Station KTVI, St. Louis, is naturally 
gratified by the community's enthusiasm 
over “The Constant Protectors” produced 
as part of KTVI’s featured series, Expe- 
dition, St. Louis! 

Besides on-the-scene filming of police 
in action, “The Constant Protectors” in- 
cludes an operational outline of the police 
alarm system; a thought-provoking se- 
quence showing capture, booking and in- 
terrogation of youthful suspects; detailed 
explanations of polygraph and spectro- 
graph; and a fast-moving interview with 
the Chief of Police, Col. Curtis Brostron. 

Submitted as typical of the Expedition, 
St. Louis series, “The Constant Protectors” 
won for KTVI an Ohio State Award in 
1961. And from the National Education 
Association came a citation to KTVI for 
“an outstanding series presented in co- 
operation with local education authorities 
to meet curricular needs.” 

Responding to such nation-wide recog- 
nition, ABC Television chose “The Con- 
stant Protectors” for its FOCUS ON 
AMERICA series, presenting the KTVI 
telecast on the entire network at 8 p.m. 
EDST on Tuesday, July 11. 

To Blair-TV, creative community-inter- 
est programming by great stations like 
KTVI is a real source of inspiration. We 
are proud to serve more than a score of 
such stations in national sales. 


BLAIR-T 


Televisions’ s first exclusive 
national representative, serving : 


WABC-TV — New York 

W-TEN — Albany-Schenectady-Troy 
WFBG-TV — Altoona-Johnstown 
WNBF-TV — Binghamton 
WHDH-TV — Boston 
WBKB-TV —Chicago 
WCPO-TV — Cincinnati 

WEWS — Cleveland 

WBNS-TV — Columbus 

KTVT —Dallas-Ft. Worth 
KOA-TV — Denver 

WXYZ-TV — Detroit 

KFRE-TV — Fresno 

WNHC-TV — Hartford-New Haven 
WJIM-TV — Lansing 

KTTV—Los Angeles 

WMCT— Memphis 

WDSU-TV— New Orleans 
WOW-TV— Omaha 

WFIL-TV — Philadelphia 

WIIC — Pittsburgh 

KGW-TV — Portland 

WPRO-TV — Providence 
KGO-TV—San Francisco 
KING-TV — Seattle-Tacoma 
KTVI—St. Louis 

WFLA-TV — Tampa-St. Petersburg 


Letters 
to the 
Editor 


The following letters are in reply 
to the Publisher's Letter in the issue 
of July 24 proposing that the by-laws 
of the Television Bureau of Advertis- 
ing be revised enabling the bureau to 
concentrate exclusively on selling spot 
tv. 


Your editorial, “An Outstanding 
Job,” is appreciated by the Television 
Bureau of Advertising for we have 
always been fortunate to have a very 
knowledgeable 
trade press trying to help us better sell 
the television medium. 


understanding and 


We do not, however, agree with 
the conclusion of your editorial— 
“Free to Do a Better One.” Our rea- 
sons are these. 

The television stations, networks 
and station representatives organized 
the TvB with the sound belief that to 
serve the advertiser first is to serve 


the members best. For the past seven 


years our orientation has been to re- 
search the medium on a continuous 
basis and bring these findings to 
the attention of the advertiser and his 
agency in order that he might employ 
his advertising dollars more efficient- 
ly. 

The record of TvB’s sales efforts 
shows: 

. . . The medium in total billings is 
at an all-time high and has increased 
its share of the advertising dollar by 
at least one per cent each year. 

... Our efforts are mainly directed 
to the non-user of television or the 
underspent advertiser in the television 
medium, By and large this has been 
helping small advertisers grow, re- 
gional advertisers expand and nation- 
al advertisers able to find more pro- 
ductive markets in which to sell their 
products. 

. . » The positive tools that have 
been developed include the fastest 
reporting system of expenditures by 
brand within the medium of any 


media today. The benefits of this data 


to advertising managers for planning 
budgets are invaluable. 

. . . Continuing in the quantitative 
measurement side of the medium, 
TvB originated the spot television 
sampler showing the reach and fre- 
quency by significant market breaks. 

Markets to media research, 
i.e., detergents and how well tv 
reaches the homes that use said prod- 
ucts, heavy- and light-driving homes, 
heavy- and light-smoking homes, pa- 
per products, margarine, gasoline and 
oil consumption, etc., have all been 
geared to exerting extra pressure on 
markets which an advertiser wishes 
to reach and where we have found 
more of his product consumed than 
average. 

. . . Dissemination of information 
to industry groups through our pub- 
lic-relations program has given us a 
wider press and hence a delivery of 
information which has aided our in- 
crease in billings. 

Because of all the above data, and 
I believe in all modesty, tv has had 
more positive information dissemin- 
ated than any other media bureau 
can claim. 

For the record, here are the dollar 
results... . 

In 1956, the firse year in which 
spot television was truly measured in 
dollars, the income was $397,606,000; 
network was $488,167,000. In 1960 
the income to spot television was 
$616,701,000; network $682,375,000. 
Spot tv had increased 55 per cent; 
network 40 per cent. 

Continuous spot and network rec- 
ommendations must be made by TvB 
as they best serve the advertisers’ sell- 
ing needs. 

Though we fully appreciate that no 
man is an island, the excellent selling 
forces found in stations, their repre- 
sentatives and the networks (to say 
nothing of the sheer power of the 
medium itself to move products) have 
brought us to this all-time high in 
billings. 

We would be derelict to both those 
people who have supported us and 
those who have wisely used our infor- 
mation if we did not emphatically 
state that TvB under the policy of 
serving the advertiser first, whether 
his need be local, regional or nation- 
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“People,” a practical tl hs A V/ 


man about Madison tts. ——n 

















Avenue once remarked, 


“watch TV programs, 





not organizations.” 


—— — | 
——__- — = 


We have no basic quarrel with the quotation, 
but before it gets into Bartlett we'd like to 
make a point or two: 

Corinthian, an organization of stations in sev- 
eral markets, believes that its group set-up 
provides impetus for the kind of local pro- 
gramming that ties communities to stations. 
Indeed, people watch programs. Well-advised 
sponsors watch ownership. 











Responsibility in Broadcasting 
FRE CORINTHIAN 
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al, is the best policy, and that any 

basic change in this method of opera- 

tion would seriously impair the effec- 

tiveness of tv’s all-industry sales,” re- 
search and promotional bureau. 

Norman E. Casu 

President 

Television Bureau of Advertising 


New York City 


Your editorial thoughtfully outlines 
and advocates a step which I have 
favored for a long time. You predict 
that if the proposal is submitted to 
the membership it will be overwhelm- 
ingly approved. I’m inclined to be- 
lieve that this is true, but that some- 
one is going to have to assume 
leadership in campaigning to have 
the matter brought up for considera- 
tion. 

DonaLp P, CAMPBELL 
Administrative Assistant 
wMaR-TV Baltimore 


Spot would gain tremendously by 
such a shift in emphasis by TvB— 
and the networks wouldn't suffer! The 
net result would be to get more ad- 
vertisers interested in spot television, 
and it is inevitable that some of these 
will always find their way into net- 
work when that proves more advan- 
tageous to them. Thus the networks 
are bound to benefit, no matter what 
approach is taken by TvB, but unless 
this approach is very heavily weighted 
in favor of spot, spot will continue to 
suffer from network encroachments. 

FRANK E, PELLEGRIN 

Executive Vice President 

H-R Television Representatives, Inc. 
New York City 

Your editorial . . . was extremely 
interesting to me. 

I was one of those who felt that 
TvB should have been organized to 
sell spot television—and I still think 
so. 

Witiiam B. Quarton 
President 

WMT-TV 

Cedar Rapids, lowa 


There’s no question about the truly 
fine job Pete and his guys have done 
for tv generally, but the time has 


come, I agree, to put away the shot- 
gun and go with a rifle, and TvB is 
certainly equipped to do the job that 
needs to be done. 

Station profits are beginning to 
level off generally, 1 suspect. Not so 
much due to a drop in dollars being 
spent, but rather due to FCC pres- 
sures. Some operators are going to 
have to put more dollars back in types 
that 
bothered about before, and it’s going 


of programming they never 

to cost them. Therefore any device 

that increases spot’s share of the ad- 

vertising pie is going to be reflected 

in station revenues. Also, smart, ag- 

gressive stations should be able to 

use a lot of the stuff eventually turned 
out by TvB for local sales. 

Wituiam N. Davinson 

Vice President 

Advertising Time Sales, Inc. 

New York City 


We at NBC Spot Sales are doing 
everything possible to sell spot tv. | 
am sure that the step you are suggest- 
ing will result in increased expendi- 
tures. 

Ricuarp H. CLose 
Vice President 
National Broadcasting 
Company, Inc. 


New York City 


I want to compliment you and con- 
gratulate you on your TvB editorial. 
As you know, this organization was 
originally conceived and created by 
the station representatives working 
with a handful of farsighted station 
operators. Its initial intent was to 
sell television spot advertising to na- 
tional advertisers. 

While it has done a good job, the 
very nature of the organization, as it 
is presently constituted, has prevented 
it from doing most effectively the 
work for which it was originally con- 
ceived and planned. 

I, for one, sincerely hope, there- 
fore, that your editorial evokes the 
enthusiastic response it deserves and 
a positive action to follow. 

J. J. Weep 

President 

Weed Television Corp. 
New York City 
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EET 8 ‘D429 -THE GIANT SALES-BUILDER 


eet a new broadcast representative already a proven success with a solid group of stations. Advertis 
ime Sales is formed by the personnel of The Branham Company's broadcast division. It is employee-owned. It combi 
olid experience with vitality. It has already won the confidence of stations formerly in the Branham line-up. 
By limiting its list of stations, ATS adds a new depth in service—Personalized Sales Service. This includes personal con 


ith agency, research and station people... full-time research and promotion departments... direct contact with adverts 
nd distributors through 9 national sales offices. Let ATS build giant sales for you! 














PN 


ADVERTISING TIME SALES, ! 
New York - Chicago - Detroit - Minnez 
Atlanta - St. Louis - Dallas - Los An 

San Fran 


LES, | 
Minne 
Los An 
san Frar 


WHAT’S AHEAD BEHIND THE SCENES Te { Ee a S Cc oO Dp & 


RKO Staffs for Opening 

The move of Frank Boehm, formerly vice president 
and research director for Adam Young and Young Tv 
Corp., to head up research for RKO General, appears 
another indication that the station-owner’s forthcoming 
representative firm will open its doors in mid-autumn 
fully staffed for action. Mr. Boehm, in his five years with 
Young, also handled promotion and advertising, and 
hence is particularly sales-minded—as is Don Quinn, 
former sales executive for wNnta-tv New York, who 
joined RKO this past spring and reportedly will head 
the new rep division. 


New Chews From Chicle 

Having watched rival Beech-Nut spring a chewing-gum 
surprise with its Stripe product, American Chicle Co. is 
moving out with several new brands—among them, 
Flavoflake, an item so hush-hush the company barely 
admits it exists, and Trident, a 15-cent gum specifically 
designed to reduce tartar. Trident’s already using spot 
in test markets, and similar activity is on the horizon 
for the other product. Ted Bates & Co. is handling both. 


Exclusively Network 

Network sale only—no syndication—will be considered 
for two new series to be produced jointly by Filmways 
and Embassy Pictures as °62-°63 possibilities. Filmways. 
which did the unusual trick of taking its Mr. Ed series 
from syndication to network, evidently has had its fill of 
market-by-market routing. The high cost of the pilots 
on the one-hour series would tend to mitigate against any 
piecemeal selling of the properties, although the compa- 
nies contend future episodes would be equal in price to 
Hollywood fare, and intend to realize profits by releasing 
both a new Hercules project and Capri, an adventure 
film starring Rory Calhoun, in world-market theatrical 
distribution before their domestic tv debuts. 


Autumn in August 

Independent KTLA Los Angeles is jumping network and 
nearby competition with a boldly early starting date for 
its fall schedule. Aug. 21 is the kick-off, theory being that 
you can build the Nielsens, hook the viewers, and invite 
advertisers before the others get themselves in motion. 


Cost-Conscious Government? 

One answer to why the FCC, about to begin a uhf test 
in New York for educational-channel purposes, gave pro- 
gramming duties to city-operated station WNYc—a fine 
radio outlet, but lacking in the tv experience of the 
market's seven video stations—might be that the ma- 
jority of staff members at wNyc are civil-service em- 
ployes. As such, they’re not subject to union control, nor 
to union pay scales. According to one source, however, 


the great amount of material needed for full-scale pro- 
gramming—if and when the station operates full time— 
would mean other stations and unions would necessarily 
become involved in filling out the schedule. 


Tests for Tomorrow’s Tint 

wp1x New York recently concluded a three-day test of 
baseball colorcasts from Boston’s Fenway Park when the 
Yankees played a series with the Red Sox there. The 
games, colorcast in the New York area without announce- 
ment or fanfare, served to check facilities, to see if black- 
and-white viewers complained about their pictures (they 
didn’t) and perhaps to foretell a greatly expanded color- 
baseball schedule next year. 


New Interview Format? 

In the first of its monthly shows, the Theodore Granik- 
produced All America Wants to Know (ABC-TV) fea- 
tured Gen. Curtis E. LeMay in an interview on an apron 
of a SAC runway. Arthur Godfrey and others shot the 
questions casually, while armed guards paced under the 
belly of a bomber in the background. Watch for more 
use of the “location interview” as predicted by TV AGE 


April 3. 


Larger Slices of the Pie 


Those who have been wondering what would happen 


to the advertiser dollars that once went into seven sta- 
tions in New York when the market shortly becomes a 
six-station area (as channel 13 goes educational) might 
take note of a planned move by wor-tv. In mid-Sep- 
tember the channel will open for business at about 9 a.m. 
daily, rather than in the afternoon as is the current prac- 
tice. To fill the additional time, the station is boosting its 
hard-news coverage and planning new entries, particu- 
larly in the public-service field. 


Dump Rockwell? 

With the reports of revisions under way on The Satur- 
day Evening Post (see “Moment of Truth.” page 29), 
some rumors had it that Norman Rockwell would be put 
to pasture. On the contrary, artist Rockwell will be there 
on the covers in September to point up that the tradi- 
tional values of the Post will still be served. But Mr. 


Rockwell’s designs will conform to the more modernistic 


look. 


Chicago Revival? 

Another attempt to revive Chicago's lost status as a 
production center is WBBM-TV’s Repertoire Theatre, a 
half-hour weekly live series to begin Aug. 24 for 39 
weeks. The show will use the talent of local actors, 
directors and writers, and the four best efforts will be 
expanded to an hour and presented in prime time. 
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Sister Marie Charles 


TV BIBLE SCHOOL The overwhelming response to her bible instruction 
for parents and children brings us infinite gratification . . . one of the 
many significant rewards of this unique television experience. 


Maine Broadcasting System 


WCSH-TV - Portland / WLBZ-TV- Bangor if THE KATZ AGENCY, inc. 


. National Representatives 
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Business barometer 








Local billings in May showed a good gain over April totals, the third month in suc- 
cession in which the 
figure for this division NETWORK BUSINESS 
of television business { month-to-month and year-lo-year comparison 
} has run ahead of the May June July Aug. Sept. Oct. No De Jar 


Feb uM \ I 


month before. Network = | ced 
was also on the plus 

, side of the ledger in 
May, but only by half a 
percentage point. 


Local’s May-over-April jump 
was 6.6 per cent, an 
, advance topped only on 
two previous fifth-month 
occasions in the seven 
} years in which Business 
Barometer records have 
been kept. In May 1960 
the rise was 6.9 per 
cent; with 7.5 per cent 
chalked up in May of 
1958. 














The increase in network totals 
over April was a frac- 
tional 0.5 per cent, the { month-to-month and year-to-year compari 
slightest advance regis- gp a EE 
tered since 1954, but a 
reversal of the April- 
to-May losses of 2.8 per 
cent in 1960 and 3 per 
cent the year before. 





LOCAL BUSINESS 








Despite its substantial climb 
over April, local this 
May was 0.4 per cent 
under the same month in 
1960. In comparison, the 
almost equivalent 6.9- 
per-cent April-to-May 
rise in '60 put local 
7.2 per cent ahead of 
the same 1959 period. 











Conversely, network business, 
up by an inconsequential 
fraction in May over 
April this year, showed 
a 10.5-per-cent increase 
over the corresponding 
month in 1960. 














(4 copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 
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LAS VEGAS ? 


=CAUSE... 





People in Las Vegas HAVE MORE - 


68% above national average consumer spendable income! 
National—$1816 per capita LAS VEGAS—$3040! 


People in Las Vegas SPEND MORE - 


121% above nationa! average retail sales! 
National—$1!203 per capita LAS VEGAS—$2760! 


People in Las Vegas VIEW MORE - 


23% above national average viewing! 
National — 6.20 hours daily per family 
LAS VEGAS — 7.62 hours daily per family! 


Check the figures above* ...they add up to three big reasons 
that prove ... You'll Sell More — When You 
BUY THE BIG THREE — LV / TV! 


BUY LAS VEGAS TELEVISION ! 


es 


CHANNEL 8 ‘CHANNEL 13 CHANNEL 2 


> NEVADA 





Weed TV Corp. ; Forjoe-TV, Inc. Headley-Reed Co. 
* Figures from an independent source .. . for the year ending January 1, 1960. 
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THE WAY IT HAPPENED N e WS fr O fi t 


Network sports league deals in jeopardy .......... page 25 


An insider’s view of the Eichmann trial _......... page 25 


How much can color boost a program rating? ..page 27 


End of a Bonanza 


The anticipated television income 
for teams in the National Football 
League during the upcoming fall sea- 
son will be chopped almost in half as 
a result of the recent decision handed 
down by Judge Allan K. Grim in 
United States Court in Philadelphia. 

Prior to the judge’s ruling invali- 
dating the exclusive contract signed 
last April by the NFL and CBS-TV 
the 14 clubs were to share equally in 
$4,650,000 for their tv rights for each 
of two years (see round-up story on 
televised football for 1961 on page 
32). The pattern of previous seasons 
will now prevail again, with CBS, 
NBC-TV and Sports Network, Inc., 
negotiating separate pacts with in- 
dividual teams. 

Last year the television rights to 
the games of the 13 clubs then in the 
league averaged $172,000 per team, 
according to a spokesman for the 
NFL. With the newest addition to the 
league this season—the Minnesota 
Vikings—expected to receive some 
$150,000 in tv money, the teams will 
realize about $2,386,000 for their 
rights. 

At deadline, CBS-TV was expected 
to handle the caverage of not less 
than nine of the NFL clubs, and pos- 
sibly one or two more, NBC-TV was 
to have contracts with the Pittsburgh 
Steelers and the Baltimore Colts, and 
Sports Network was to televise the 
games of the Cleveland Browns, which 
was the set-up in 1960. 

With the revision of plans neces- 
sitated by Judge Grim’s ruling, the 
line-up of sponsors for the NFL games 
as detailed in the earlier-written story 
in this issue may undergo one or two 
changes. Philip Morris and Ford were 
to have been the two national spon- 
sors for all the teams, with six beer 
firms and four oil companies splitting 


regional sponsorship. 

Following Judge Grim’s decision 
that the NFL-CBS contract was in 
violation of anti-trust laws, the 
league’s attorneys petitioned the court 
to suspend its ruling until Dec. 31, 
thus allowing the NFL to carry out 
half of the pact. The postponement 
was asked also in order to permit the 
teams to negotiate individual con- 
tracts beyond 1961. 


The legal battery further requested 
Judge Grim to modify the 1953 de- 
cree upon which his decision was 
based. Eight years ago, in settling 
anti-trust action brought against the 
NFL then, Judge Grim ruled out any 
league contract that had the purpose 
or effect of restricting the area within 
which telecasts and broadcasts of 
games might be made, on the ground 
that this would stifle competition for 
television rights. The judge ruled out 
the new CBS-NFL pact because in his 
opinion it was a direct violation of 
his earlier edict. 

Following two days of hearings, 
Judge Grim turned down the league’s 
bid to save its $9.3-million deal with 
CBS in a brief order denying the 
NFL’s petitions for a suspension of 
his ruling and a modification of his 
original 1953 decision. 

During the hearings the Govern- 
ment went on record through one of 
its attorneys as gravely doubting the 
legality of television contracts en- 
tered into by other sports groups and 
leagues such as the National Basket- 
ball Association, the National Col- 
legiate Athletic Association and the 
American Football League. 

After objecting to any postpon- 
ment of Judge Grim’s ruling, Samuel 
Gordon, the Government attorney, 
stated that the tv contracts of the 
AFL, the NCAA and the NBA—all of 


which have thus far gone unchal- 


lenged—are now being investigated 
by the anti-trust division of the De- 
partment of Justice. Both the AFL 
and the NCAA hold exclusive pacts 
with ABC-TV, and the NBA has ditto 
with NBC-TV. 


The Eichmann Trial 

While viewers all over the world 
look upon the televised trial of Adelf 
Eichmann as a striking pictorial pre- 
sentation of a world criminal brought 
to justice, one American sees it as a 
precedent maker for future court 
procedures and legal education, and 
as a giant stride towards the perfec- 
tion of international television. 

Milton Fruchtman, 35-year-old 
producer for Capital Cities Broad- 
casting Corp. of New York, which is 
making a complete video-tape record 
of the trial for the Israeli Gevern- 
ment, foresees the time when such 
pictorial documentaries will be used 
by judges, along with their own 
notes, to refresh their memories be- 
fore they hand down their decisions. 

“Video tapes will tell them not only 
what the witnesses said, but hew they 
said it and how they looked when 
they said it,” Mr. Fruchtman pointed 
out in an interview during a recess 
of the Eichmann trial in Jerusalem. 
“That could be very helpful in re- 
freshing their memories and illumi- 
nating their notes.” 

Mr. Fruchtman predicts general 
acceptance of televised court pro- 
cedures. He said neither the judges 
nor a corps of experts were able to 
detect where the cameras were placed 
when they made pre-trial tours of 
inspection of the Eichmann court- 
room. 

“As a matter of fact,” he said, “we 
televised the experts as they were 
trying to find out the camera loca- 
tions.” 

Mr. Fruchtman, 
and administrative talents encompass 


whose creative 


movie and television production in 
New York and Hollywood, also 
visualizes the development of libraries 
of filmed court cases for use in law 
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The Cost of Freedom — One of a Series 


aes 
V¥ o/ 


Their Christ... LENIN 


\s 





Their God... MARX 


Their Gospels ... COMMUNIST MANIFESTOES 


The godlessness of communism is chillingly plain. So 
what’s the point? Simply that they compete with us in 
selling morality of government to the world. The danger 
is that we may not understand their concept of morality 
... and thus expect them to apply our concept of morality 
to their actions. 


Here is the “morality” that faces us. 


“We, of course, say that we do not believe in God... We 
say that our morality is entirely subordinated to the inter- 


‘ao oe ' : 
ests of the class struggle Prime Communicators to 1% Million Oklahomans 


* * * “When people talk to us about morality we say: 
For the Communist, morality consists entirely of compact 
united discipline and conscious mass struggle against the 
exploiters. We do not believe in eternal morality, and we 
expose all the fables about morality...” 


—Selected Works, V. |. Lenin, Vol. IX, pages 475 and 478. 
Published by Cooperative Publishing Society, Moscow, 1935. 





Only through knowing the hard-core of communism, 


factually documented, will we be able to understand it, RADIO AND TELEVISION 


and take steps not just to contain it, but to offer something 


better to the world: Freedom. DIAL 930 * CHANNEL 4 NBC 
OKLAHOMA CITY 
We believe this “sales campaign” should begin at home. The WKY Television System, Inc. | WTVT, Tampa- 
It’s not enough to know what we are against. We must St. Petersburg, Fla. if Represented by the Katz Agency 
know why. 


This series of advertisements coincides with prime time 
announcements on WKY Radio and Television — telling 
more facts about communism. 
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schools. 


“These would be invaluable in 
graphically presenting trial _pro- 
cedures of famous cases to law stu- 
dents,” he contends. “They would be 
visual case histories in which the 
student would have before him the 
actual court procedure, the techniques 
of the trial lawyers, the conduct of 
witnesses, and jury reactions.” 

According to Mr. Fruchtman, the 
Eichmann trial operation has brought 
about the development of some 
methods of converting the varying 
standards of different countries that 
will be useful in international tv. 
Foreign legal observers and _ repre- 
sentatives of networks all over the 
world have studied the work with 
great interest. 

“This is a pioneer movement and 
a great source of satisfaction to me,” 
says Mr. Fruchtman, who has worked 
in 53 countries and first went to 
Israel in 1952 in connection with the 
Rita Hayworth film, Salome. 

The immense possibilities of closed- 
circuit television have also been em- 
phasized by the trial, in the opinion 
of Mr. Fruchtman. Proceedings in 
the courtroom are shown on a 13- 
foot screen each weekday in Ratis- 
bonne Hall, an old French monastery 
a block away. 

“The presentation is so realistic 
that recently, when the bailiff called 
the spectators to order as the judges 
were entering, lawyers in the as- 
sembly leaped to their feet as though 
they were actually in the courtroom,” 
Mr. Fruchtman said. Each day long 
lines of people appear at the build- 
ing, but only about 600 can be ac- 
commodated. There are always some 
waiting to get in. 

Video tapes of the trial have been 
used in 38 countries, and Mr. Frucht- 
man says about 500 miles of tape 
have been recorded so far and several 
hundred miles more will be added 
before it is over. He estimates that 
80 per cent of the world’s viewers 
have seen shots of the trial. Capital 
Cities, besides making the official 
recording, videotape to television and 
newsreel organizations. 

“The whole thing marks an excit- 
ing turning point in the history of 
television,” says Mr. Fruchtman. “It 


is only a matter of time before 
satellites make world-wide viewing 
possible.” 

Capital Cities has the right to dis- 
tribute the tapes for a rights fee. 
However, its contract with the State 
of Israel (calling for gavel-to-gavel 
coverage) is on a non-profit basis. 
Thus, if the company nets some 
money out of the proceedings, it must 
turn it over to a charity to be named 
by Israel. 

However, this prospect is con- 
sidered unlikely by Capital Cities ex- 
ecutives, since the charge for the 
tapes is made simply in order to re- 
coup expenses of covering the trial, 
which are estimated to be well over 
$1 million. 

In the States, all three networks 
are taking a minimum of one hour 
a day of the pool feed. In addition, 
Capital Cities has agreements with 
UPI, Hearst Metrotone News and 
CBS Newsfilm for tines of the tapes, 
which are distributed to stations in 
this country and overseas. In Jeru- 
salem, the British and West Germans 
operate under the same conditions 
as the Americans: each has a pool 
editor who feeds back at least an hour 
a day of the trial. It is undoubtedly 
the most well-attended legal proceed- 
ing in history. 


Color Counts 

Undoubtedly the NBC-TV program- 
ming department is understandably 
overjoyed at the rating results being 
racked up in New York by wor-tv’s 
Big Preview series. One source re- 
ported that when the network decided 
to slot feature films this fall on Satur- 
day nights against CBS’ new hour- 
long Gunsmoke and the ABC Lawr- 
ence Welk/boxing line-up, “all they 
were hoping for was a third of the 
total audience.” After seeing how 
easily wor-Tv has knocked off com- 
petition which included Garry Moore, 
Thriller, Red Skelton and other top 
names, merely by slotting and pro- 
moting Hollywood product of fairly 
recent vintage, NBC should have an 
“if they can do it, we can, too” atti- 
tude, 

The fact that many of the NBC fea- 


tures are in color might play a part 
(Continued on page 76) 
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lotte TV MARKET is First 
theast with 651,300 Homes* 








We'd be the first to admit that it stretches the 
imagination to hang a city population of more than 
two-hundred thousand—but hang the city popula- 
tion when counting necks in the entire Charlotte 
Television Market! 


The real kicker is that WBTV delivers 55.3% more 
TV Homes than Charlotte Station “B’’!** 


s Delivered 


Compare these SE Markets! * 


651,300 
569,300 
Atlanta 549,800 
Louisville 423.800 
New Orieans 379,400 
Richmond 268,800 


CHANNEL 3 @®cHaARLoTTeE/ serrerson STANDARD BROADCASTING COMPANY 


Represented Nationally by Teleyision Advertising TAR } Representatives, Inc. 
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Moment of truth 





Mass print media, 


some merely circulating in search of a rate base, 


fight electronic execution 


448 °M writing for True, Think and the New 

York Times Magazine,” said a New York 
freelancer, “and, by cracky, it’s beginning to 
look as if those may be the only publications 
left to put in a time capsule.” 

The writer was talking in the wake of the 
recent demise of Coronet magazine, but his jest 
contained a painful seed of truth. True, a spe- 
cialized magazine with a strong guaranteed 
newsstand audience, Think, the [BM cerebral 
magazine, and the influential Sunday maga- 
zine section of the New York Times represent 
the three categories of magazine which occupy 
high ground above the chaotic conditions 


confronting mass-circulation publications. 
Depending upon which side of the media 
fence you're sitting on, television has been either 
the hero or villain of a situation which promises 
to fast become the most revolutionary media 
development since the invention of the printing 
press six centuries ago. Can mass-entertainment 
publications survive under tv? What is the chang- 
ing place of mass magazines in an age of televi- 
sion? What brought the plague on publishing? 
The death of Coronet at the peak of its edi- 
torial powers and with the highest circulatien 
in its history was a grim reminder to many 
editors and publishers that the view from the 


29 








40th floor is as dizzying as it was 
five years ago when Collier's col- 
lapsed under similar circumstances, 
accompanied by The American Mag- 
azine and Woman's Home Com- 
panion. 

Although the cumulative problems 
of not only magazines but of news- 
papers and Sunday supplements as 
well have been generally recognized 
by those concerned with media, 
Coronet’s demise seems to have acted 
in some wise as a catalyst, permit- 
ting some of the other publishers to 
face their problems more openly, if 
not entirely honest. Before examining 
the nature of these problems more 
closely, here is the extent of the 
plague that has descended on pub- 
lishing. 

During the first half of this year, 
magazines suffered an over-all page 
decline of 11 per cent and an ad- 
vertising-revenue decline of four per 
cent. According to the Magazine Ad- 
vertiser’s Bureau of the Magazine 
Publishers Association, which based 
its figures on the 83 general and 
farm magazines reporting to the 
Publishers Information Bureau, these 
magazines lost over 4,000 lines of 
advertising during the first six 
months. The revenue lost was more 
than $17 million. 

Among the magazines that are 
hurting most—those which are off 
both in linage and ad-dollar intake: 
The Saturday Evening Post, off 29 
per cent in pages, 20 per cent in 
revenue: Vogue, off 18 per cent in 
pages, 13 per cent in revenue; U.S. 
News & World Report, off 18 per 
cent in pages, 12 per cent in revenue, 
and Holiday, off 14 per cent in pages, 


eight per cent in revenue. 

Among the business magazines: 
Business Week, off 20 per cent in 
pages, nine per cent in revenue; 
Fortune, off 18 per cent in pages, 11 
per cent in revenue; Dun’s Review, 
off 16 per cent in pages, 15 per cent 
Nation’s Business, off 
18 per cent in pages, 13 per cent in 
revenue, and Forbes, off five per 
cent in both linage and revenue. 

McCall's magazine went up two 


in revenue; 


per cent in pages and a spectacular 
29 per cent in revenue, but the 
women’s service books suffered an 
over-all setback, too. Ladies’ Home 
Journal was down 16 per cent in 
pages, four per cent in revenue, and 
Good Housekeeping was down 12 
per cent in pages and six per cent 
in revenue. 


Spectacular Losses 


Besides The Saturday Evening Post 
decline, among the most spine-ting- 
ling losses were Life, down nine per 
cent in pages and two per cent in 
revenue; Time, down 16 per cent in 
pages and eight per cent in revenue, 
and Newsweek, off 15 per cent in 
pages, six per cent in revenue. 

The two-per-cent loss of revenue 
at Life may seem relatively small, or 
at least no cause for panic, but it 
must be remembered that that loss 
is magnified considerably in a maga- 
zine whose circulation is as great as 
that of Life. Moreover, a magazine 
such as The New Yorker, whose loss 
from ad revenue was exactly the 
same as Life’s, can nevertheless turn 
a good profit because it is not car- 
rying a circulation that has been sold 
at giveaway prices. 


And what, exactly, are the “pleas- 
ures of merely circulating,” to quote 
a modern poem. 

Artificially inflated 
played a big part in what killed 
Most of the other mass- 
circulation magazines, and many of 


circulation 
Coronet. 


the smaller monthlies, have been suf- 
fering from the same disease. For 
more than a decade road crews have 
been blanketing the country door to 
door giving the magazines away at 
cost and less than cost. In the last few 
years American mailboxes have been 
flooded with 


giveaways. Anything to broaden the 


mail-order magazine 


reach and advertising rate-base. 

Coronet’s circulation had reached 
nearly 3.2 million when the night- 
mare of up-spiraling print and dis- 
tribution costs combined with the 
recession of 1960 to give the coup 
de grace. As compared with the fig- 
ures given above for other maga- 
zines, during the first six months of 
1961, Coronet was down 21 per cent 
in ad pages compared to 1960 (from 
314.19 to 249.10) and down 16 per 
cent in revenue (from $2,281,245 to 
$1,924,793) . 

Ironically, Coronet had enjoyed a 
steady rise not only in ad pages but 
in revenue for the previous four 
years. Although the magazine lost 
approximately $14 million in 1960— 
owing principally to the cost of ob- 
taining and servicing subscriptions— 
there was a gain in the number of ad 
pages of 12 per cent (525.56 pages 
to 588.37 pages) and an 11-per-cent 
ad-dollar increase ($4,270,481 over 
$3,862,634). But the magazine could 
not survive the recession of 1960. 

(Continued on page 64) 


In the still center of the circulation wars, the middleman marks time 
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ntil the afternoon of July the 

20th last, professional football 
had been contentedly counting on the 
1961 fall season to be the most lucra- 
tive in its history, thanks to tele- 
vision, when the wisdom of Robert 
Burns’ words about best laid plans 
was reafirmed, thanks to a Federal 
judge in Philadelphia with the ap- 
propriate name of Grim. 

With a grand total of $7.4 million 
in the till for the television rights to 
98 National Football League games, 
32 American Football League frays 
and the NFL championship clash on 
Dec. 31, and with a grander total of 
$17.9 million in advertiser support 
of these games—to say nothing of an 
additional $7.9 million in sponsor- 
ship coin for 23 National Collegiate 
Athletic Association tilts and eight 
end-of-season college bow! contests— 
football’s affinity for tv had indeed 
reached its finest hour in *61. Or so 
it seemed at midsummer. 


A Very Grim Decision 
The roof—or at least one section of 
it—fell in, 
States District Court Judge Allan K. 
Grim two-and-a-half weeks ago in- 


however, when United 


validated a contract between the NFL 
and CBS-TV that would have paid a 
total of $4,650,000 annually for two 
years to the league’s 14 member 
clubs. The Grim ruling was handed 
down on the ground that the con- 
tract, signed last April, violated anti- 
trust laws—and it was a ruling that 
conceivably could have far-reaching 
effects on other contracts between 
networks and sports groups. 





For later details on Judge Grim’s 
denial of two NFL petitions for 
postponement and modification of 
his ruling, see Newsfront, page 25. 











Until CBS and the National league 
entered into their $9.3-million pact, 
the network had negotiated its foot- 
ball rights with individual clubs. Last 
fall CBS, which has carried NFL 
games for a number of years, had 
contracts with 10 of the then 13-team 
loop (the Minnesota Vikings, newest 
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addition to the league, make their 
debut this season). NBC-TV had 
agreements with the Pittsburgh 
Steelers and the Baltimore Colts, and 
the Cleveland Browns games were 
televised under the auspices of Sports 
Network, Inc. 

The new CBS-NFL contract, which 
provided for equal distribution of the 
television money among the 14 clubs, 
was negotiated on behalf of the teams’ 
owners by Pete Rozelle, NFL com- 
Under the 


CBS was to televise the league’s 


missioner. agreement 
seven games each Sunday, starting 
Sept. 27, on a regional basis, with 
each league city able to view its 
particular team’s efforts on tv in 
away games only. This blacking-out 
of home games within a 75-mile 
radius has traditionally been an in- 
violate policy of pro football in its 
astute use of tv—a policy instituted 
by the late NFL commissioner Bert 
Bell, and one which has resulted in 
constantly increasing ball-park at- 
tendance (see chart on page 35). 


Contract Provisions 


Under its contract with the NFL, 
CBS-TV was to carry the league’s 14- 
Sunday schedule from its September 
start through the third Sabbath in 
December, and the network had 205 
stations lined up for the coverage 
at the beginning of this month. 
Philip Morris and Ford are the two 
national sponsors, each of them pick- 
ing up one-quarter of the tab, with 
the remaining half offered on a re- 
gional basis. One-fourth participa- 
tion in the 14 Sundays costs $2.8 
million, and a like sponsorship of the 
league’s championship game—to be 
carried by NBC—hears a price tag 
of $230,000, bringing the advertiser 
bill for the NFL regular season and 
Eastern Conference-Western Con- 
ference play-off to $12,120,000. 

Six beer companies and four oil 
firms are numbered among the re- 
gional sponsors signed by CBS. 
Ballantine is participating in the 
New York Giants and Philadelphia 
Eagles games, along with American 
Oil on the former and Sun Oil on the 
latter; National Brewing and Ameri- 


Despite anti-irust action, 











Grist for the gridiron 


football will continue to benefit this fall from its shrewd use of television 
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can Oil are to share half of the Balti- 
more Colts and the Washington Red- 
skins; Duquesne beer and American 
Oil are in on the Pittsburgh Steelers’ 
schedule, and Carling Brewing and 
Sohio have a stake in the Cleveland 
Browns. 

Speedway Oil and Falstaff Brewing 


have bought into the contests to be 
played by the Detroit Lions; Falstaff 


and American Oil are to split half 
of the Chicago Bears; Hamm Brew- 
ing and American will participate in 
the games of the Green Bay Packers 
and those to be aired by the new 
Minnesota Vikings, and Falstaff holds 
a quarter sponsorship of the St. Louis 
Cardinals, along with American Oil, 
and also of the Los Angeles Rams, 







loads 


the San Francisco Forty-Niners and 
the Dallas Cowboys. The remaining 
one-fourth participation in the games 
to be telecast by the last three clubs 
was still available. 


Apple Cart Upset 


All this, at any rate, was the way 
things stood for CBS and the Na- 
tional Football League before Judge 
Grim dropped his legalistic bomb- 
shell. How His Honor’s decision will 
upset the apple cart—not only for 
CBS but also for ABC-TV, which 
with the 
American Football League and with 
the NCAA—was a matter for specu- 
lation among all concerned at the 


holds exclusive contracts 


moment of writing. 
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Several things are possible, after 
the legal batteries concerned have 
made a detailed study of the judge’s 
ruling. Appealing the decision would 
seem to be an automatic step, and 
the court charitably might permit 
fulfillment of the NFL-CBS pact 
pending the outcome of an appeal. 
Or it might do the reverse and issue 
an injunction restraining such ful- 
fillment until an appeal is heard. 
There is also the further possibility 
that the parties involved might sit 
down with the Justice Department 
and try to iron out matters. 

If all else fails, presumably the 
the NFL 


negotiate separate contracts with CBS 


individual clubs in will 


for televising their games, since there 























is nothing in Judge Grim’s dictum to 
preclude such action, which is stand- 
ard operating procedure in baseball, 
where deals are made separately and 
independently by the various teams 
with their tv outlets. But with the 
football season less than two months 
away—at the time of the ruling— 
precious little opportunity was left 
for negotiating individual contracts, 
to say nothing of the additional dis- 
advantage to the clubs of being 
placed in a far less favorable bar- 
Perhaps _ the 
simplest procedure would be to re- 


gaining _ position. 
vert to the provisions of last year’s 
contracts. 

There is no question that some of 
the NFL teams, particularly the new 
Minnesota club and the Dallas Cow- 
boys, last year’s newcomer to the 
league, as well as some of the smaller 
franchises, would receive consider- 
ably less revenue for their tv rights 
if negotiated individually than they 
would have gotten under the 
guaranteed $664,000-per-club, share- 
the-wealth-equally provision of the 
contract invalidated by Judge Grim. 


Equality of Competition 


In that connection, NFL commis- 
sioner Rozelle had this to say at the 
time of the contract signing last 
spring: “The quality of competition 
has been the greatest single factor in 
the success of the National Football 
League. This equal distribution of 
television money will aid us appre- 
ciably in preserving a_ balanced 
league. It enables us to continue to 
make possible the type of comebacks 
Philadelphia and Green Bay staged 
in rising from last place in their con- 
ferences in 1958 to the championship 
game in 1960. We cannot maintain a 
plan which denies a team, especially 
a weaker team, its fair share of tele- 
vision income. To do so ultimately 
would destroy equality of competi- 
tion.” 

Ironically, the meaning of “com- 
petition” seems to have been inter- 
preted far differently by the court. 
For the feature that brought the NFL- 





CBS communal pact into conflict with 
anti-trust legislation is contained in 
this sentence from Judge Grim’s rul- 
ing: “The member clubs [of the 
NFL] have eliminated competition 
among themselves in the sale of tele- 
vision rights to their games.” 

As noted previously, in what way 
the court’s edict will affect the con- 
tracts in force between ABC-TV on 
the one hand and the American Foot- 
ball League and the National Col- 
legiate Athletic Association on the 
other remains a moot question at 
this time. Last season was the first 
year of existence for the AFL, and 
its birth and 
credited by Joe Foss, former governor 
of South Dakota and now commis- 


initial survival are 


sioner of the fledgling league, as very 


largely due to the $2,125,000 rights 





at the conclusion of the season. 

As in its premiere year, the AFL 
again will operate with two divisions 
of four teams each. The eastern divi- 
sion is comprised of the New York 
Titans, the Boston Patriots, the 
Buffalo Bills and the Houston Oilers. 
The western division has the San 
Diego Chargers, the Dallas Texans, 
the Denver Broncos and the Oakland 
Raiders. The only change in the 
line-up from last fall occurred with 
the transfer of the Chargers’ franchise 
from Los Angeles. 

One hundred and eighteen stations 
carried the *60 AFL schedule, and 
ABC-TV expects between 125 and 
135 outlets to provide the coverage 
this time out. Following the example 
of its older rival, the league will 
again black out the four home games 





Did Tv Help or Hurt Pro Football? 


The following paid-attendance figures for National Football League 


seasons since 1951 would seem to indicate that the unique policy 


as regards televising games followed by the NFL has paid off in 


constantly rising gate receipts. The drop of some 12,000 in 1960 | 


can be attributed partly to the fact that this was the first year of the 


} 


existence of a rival pro gridiron loop, the American Football League. 


1951 
1952 
1953 


1,913,019 
2,052,126 
2,164,585 
1954 = 2,190,571 
1955 = 2,521,536 


1956 
1957 
1958 
1959 
1960 


2,551,263 
2,836,318 
3,006,124 
3,140,409 
3,128,296 








contract negotiated with ABC-TV for 
1960. 

This year ABC renewed its deal 
with the new league at the same 
figure, the money to be equally di- 
vided among the member clubs, as 
in the NFL-CBS pact. Thirty-two 
telecasts are set, beginning Sept. 10: 
two games to be carried on each of 
15 Sundays, one in the east and the 
other in the west, a single contest 
nationally televised on Thanksgiving 
Day and the AFL championship fray 


each Sunday, which, according to 
ABC, 


coverage factor than does the NFL 


affords advertisers a_ better 
with its blackout of seven cities, most 
Addi- 
tionally, AFL games will be beamed 
to 11 of the 14 NFL cities where the 
infant loop has no teams. 


of them in larger markets. 


Adhering to the pattern established 
a year ago, ABC is by-passing re- 
gional participations and selling the 
only. One- 


schedule nationally 


(Continued on page 68) 
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F you watched television at any 
time in the past month, the chances 
are you watched a movie on the 
screen at least once. In fact, you 
probably viewed a feature film if you 
had the set on just in the past week. 
And if you're at all typical, you 
are probably inclined to think that 
movies on tv are more enjoyable than 
other television fare. 

These conclusions can be drawn 
from a special study of viewing pat- 
terns in the New York market by 
The Pulse, Inc. Done exclusively for 
this magazine, the survey indicates 
that even if there is a diminishing 
supply, feature films will remain a 
staple of tv station programming for 
a long time to come. 

For instance, Pulse asked its re- 
spondents whether or not the movies 
they watched on television are usu- 
ally more enjoyable, less enjoyable 
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or about the same as other television 


programs they tune to (question 5). 
Although 50 per cent of those inter- 
viewed thought that movies and regu- 
lar program fare were about the 
same, 33.9 per cent thought that they 
were more enjoyable, while only 16.1 
per cent thought they were less en- 
joyable. These figures seem to give 
feature films a slight edge over regu- 
lar tv programs in terms of audience 


QUESTION 1: Have you watched 
any movies on _ television 


anytime during the past four 


weeks? 
% 
Viewed movie 93.2 
Did not view movie 6.8 
Base for percents: 500 100.0 


Respondents to Pulse survey 
watch tv movies often, 
generally like them better 


than regular programs 





QUESTION 2: Have you watched 
any movies on tv anytime 
during the past week? 

% 

Viewed movie 83.6 

Did not view movie 16.4 


Base for percents: 466 100.0 


preference. 

Viewing of movies, however, has 
not increased significantly this year 
over last, judging from answers to 
question 3. There is a complete stand- 
off: 19.1 per cent view more. 19.1 
per cent view less, while the remain- 
ing 61.8 per cent spend exactly the 
same time with feature viewing as 
they did last year. The figures may 
have some significance, however, in 
that many trade observers have been 
predicting for some time that the 
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question 3: Would you say 
that you now spend more 
time watching movies on tv 
than you did a year ago, 
less time or about the same 
amount of time? 


% 
More time 19.1 
Less time 19.1 
Same time 61.8 


Base for percents: 466 100.0 


number of repeats, as well as an al- 
leged decline in quality, would lead 
to a fall-off in movie viewing, and 
ultimately to the demise of features 
as a staple of tv programming. 
Nothing like it appears to be hap- 
pening. 

In fact, as questions 1 and 2 in- 
dicate, just about. everybody watches 
movies on tv; A whopping 93.2 per 
cent of the total sample viewed a 
movie at some time during the four 
weeks previous to the survey (ques- 
tion 1), while 83.6 per cent of those 
surveyed had watched a movie just 
within the past week. 

Some interesting figures were 
culled by Pulse interviewers on 
reasons for changes in viewing habits 
(question 4). As noted above, there 
was a complete stand-off in the num- 
ber of people who view movies more 
often and those who view less. The 
question, naturally, is: why more? 
why less? What seems of importance 
in the answers to those questions is 


that the people who view features 
less are doing so for reasons other 
than the product itself; the people 
who are viewing them more are 
doing so because of the product. 

That is, the great majority (42.7 
per cent) of those who are watching 
televised features more today say it 
is because there are better movies on 
the air. Of those who are viewing 
features less often, the great majority 
(40.4 per cent) are doing so because 
their television viewing in general 
has fallen off. 

Why are some people spending 
more time viewing features on tele- 


QUESTION 5: As to how movies 
on tv compare with other 
types of programs you 
watch: in general, would 
you say that these movies are 
usually more enjoyable, less 
enjoyable or about the same 
as other tv programs you 


tune to? 
%e 
More enjoyable 33.9 
Less enjoyable 16.1 
Same 50.0 


Base for percents: 466 100.0 


vision? The main reason, of course, 
is that most think that movies are 
better than ever on tv, but there 
are also subsidiary reasons, some 
significant, some not. Thus 25.8 per 
cent are at home more, while another 


QUESTION 4: If “more time” or “less time,” why? 


More time 
spent viewing 


% 
Better movies 42.7 
Watch tv more 14.6 
Color tv 1.1 
At home more 25.8 
Misc. reasons 7.9 
No particular reason 7.9 


Base for percents: 89 100.0 


Less time 
spent viewing 
Yeo 
View tv less 40.4 
Too many repeats 12.4 
Better tv programming 10.1 
Films are not good 16.9 
Too many commercials 1.1 
Misc. reasons 10.1 
No particular reason 9.0 


Base for percents: 89 100.0 


14.6 per cent say they watch tv more 
anyhow. But the smallest percentage 
may be the most significant one (in 
terms of future programming of 
features): 1.1 per cent watch tv 
features more because of color (a 
percentage, incidentally, which cor- 


QUESTION 6: Do you turn to a 
certain tv movie program 
without paying particular at- 
tention to the movie being 
shown, or do you check in 
advance as to the movie on 
the program? 


4 


jo 
Check in advance 80.5 
Pay no attention 19.5 


Base for percents: 466 100.0 


responds roughly with this maga- 
zine’s estimate of color-set penetra- 
tion in the New York area). It would 
seem as though more colorcasting of 
features would further stimulate 
viewing. 

Why are some people spending less 
time viewing features on television? 
As noted, the vast majority say it is 
because they are viewing less tv in 
general. But another 16.9 per cent 
say that films are not as good, 12.4 
per cent feel there are too many re- 
peats, while another 10.1 per cent 
say that regular tv fare is better. Sur- 
prisingly, despite the hullabaloo over 
the number of commercials present 
in a long feature, only 1.1 per cent 
of those who viewed less said it was 
because of too many commercials. 

Pulse interviews then went into the 
question of how viewers select movies 
on tv. As the answers to question 6 
indicate, most feature viewers check 
titles in advance, rather than just 
turning on their favorite program. 
The percentage breakdown: 80.5 per 
cent want to know what’s playing, 
while the remaining 19.5 per cent 
simply turn the set on to their favor- 
ite feature-film format. 

What factors determine the selec- 


(Continued on page 72) 
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Roger Englander has spent his 15 
years in the television industry pro- 
ducing and directing public-affairs 
shows. For the past five years he has 
concentrated on musical shows of pri- 
marily serious music. At various 
times he has been connected with the 
Young People’s Concerts, the NBC 
Opera, the CBS Symphony and the 
first seasons of The Bell Telephone 
Hour. Mr. Englander produced and 
staged one-act plays for television 
back in 1945 while he was still at- 
tending college. He has been associated 
with The Young People’s Concerts 
with Leonard Bernstein since it was 
first presented in 1957. The follow- 
ing remarks are taken from a@ recent 
speech by Mr. Englander at The Uni- 
versity of Indiana, 


| a Lloyd Wright once com- 
mented, “Television is chewing 
gum for the eyes.” 

He was, of course, referring to that 


great mass of programs—westerns, 
private investigators, South Seas epi- 
sodes—that act as a great tranquilizer 
on its viewers. 

Like all good definitions it contains 
a particle of truth—and more impor- 
tant, it points out one of the greatest 
pitfalls for all of us who do work in 
the medium. We could easily allow 
television to become a tranquilizer, 
an easy way for millions of people to 
pass their time and let nothing enter 
their eyes or ears. 

But there are too many of us who 
are active in the industry who do not 
want television to become only that— 
and we are trying every day, and 
against many economic and _intra- 
mural-political odds to make it a 
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Music 
can be seen, 
too 


Television, says Roger Englander, 


stimulating and creative medium of 
expression, to bring thoughts and 
ideas and works and cultures to the 
greatest number of willing, or even 
unaccepting, minds, 

I know of no more satisfying way 
of attempting to achieve this result 
than with music. To see and hear a 
performance by one of the world’s 
great orchestras conducted by one of 
our most prominent composers is car- 
rying out a prime responsibility of 
television. 

Moreover, not only can an audience 
hear a symphony orchestra, but it can 
see one in a very specifically photo- 
graphically edited way. I am a strong 
believer in using the shots or pictures 
of the orchestra as a means of com- 
municating the sense and excitement 
and even the structure of the piece of 
music that is being played. 

The visual »resentation should be 
determined by the music—what kind 
of shots there should be: long shots, 
tight shots, moving shots, a quick 
rapid-fire series, slow langorous 
dissolves from one picture to another. 
In this way the audience can partici- 
pate in what it hears and sees. It’s 
not the way you view music in the 
concert hall, or by listening to a re- 
cording or a radio broadcast. There- 
fore, it’s particularly an aspect of tele- 
vision (or more correctly, of a filmic 
medium). 


No Aural Distraction 


Some critics might contend that 
this is the very reason that television 
(or film) cannot but distract from 
the aural experience of music: that 
orchestral or performed instrumental 
music is all wrong for a visual me- 


dium. But [ would like to disagree, 
and charge that we are on the track 
of another level in attempting to pre- 
sent a visualization of essentially non- 
visual music. Even if these added 
touches and thought and planning 
only achieve their effects on a sub- 
conscious level. In fact, it’s better if 
the audience is not aware of the tech- 
niques. Even if the audience is not a 
musically sophisticated one, it can 
sense the formal structure of a work 
with a visual presentation that fol- 
lows or points up the form and con- 
tent of a piece of music. 


Mozartian Example 

Take a relatively simple example: 
a first movement of a Mozart sym- 
phony, with the text-book structure 
of a classical symphony—exposition, 
development, recapitulation. The re- 
currence of the musical themes can 
be paralleled by the recurrence of 
visual shots. When the main musical 
subject is stated at the beginning of 
the exposition, the shot of the entire 
first-violin section, for example, can 
have validity if it is not repeated in 
the same way on the screen until the 
recapitulation at the end of the move- 
ment. Similarly, when the develop- 
ment section begins, the shots would 
have a tendency to be tighter, more 
close-up, and to be held for a shorter 
time, according to the lengths of the 
musical phrases, since this is the kind 
of musical examination and playing 
with ideas that is also occurring mu- 
sically in the score. 

Maybe you say youd like your 
orchestral music on television to be 
more restful—just turn on the set, 
see a long shot of 100 men on a stage, 

(Continued on page 74) 


Leonard Bernstein takes a break from concert rehearsals. 








can give a new dimension to the art, with proper techniques 











Three for one 


\ 


WTAR-TV and WVEC-TV staffers surround trio from Compton, Y&R, OB&M 


po: convince a_ timebuyer 
that the 46th market and 120th 
market on his “top markets” list really 
aren’t that low at all, but actually rank 
29th. 

Solution: (1) try hypnosis; (2) try 
bribery, or (3) do the intelligent 
thing three tv stations in Norfolk- 
Tidewater are doing—unite in a single 
drive to promote the market as a 
whole, rather than an individual sta- 
tion’s value in the market. 

Although the results aren’t in (and 
won't be until the fall buying season 
passes its peak), early indications are 
that the “united-we-stand” effort of 
WTAR-TV, WAVY-TV and WVEC-TV might 
be more effective than hypnosis or 
bribery over the long haul. But what 
brought about a situation where three 
highly competitive outlets decided to 
break bread together and work for 
their mutual benefit? 

“Market misconception” is the way 
one party labeled it, explaining that 
the Standard Metropolitan Statistical 
Market book lists Norfolk as the na- 
tion’s 46th market and Newport News- 
Hampton as the 120th. “What isn’t 
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listed is the fact that the three areas, 
along with Portsmouth, form the 
Norfolk-Tidewater market — with all 
the qualifications of the 29th market 
in the country.” 

To put this fact across to the indus- 
try’s timebuyers, the station trio de- 
cided to produce a 15-minute color 
film highlighting the growth of the 
market, its economic factors and audi- 
ence composition. Starting with a 
slide-film presentation of WTAR-TV, 
animated and live-action footage was 
contributed toward a comprehensive 
and entertaining motion picture that 
cost $7,500. 


Cast of Thousands 


Any buyers who miss the film when 
it plays their neighborhood agency 
won't see the unbelievable spectacle 
of Norfolk-Tidewater’s 802,000 popu- 
lation in 922 square miles—making 
for a market as rich in sales as the 
Charlotte, Greensboro-High Point and 
Durham metro areas combined. They'll 
miss facts on the completion of the 
new $200-million Chesapeake River 
tunnel, which will bring north-south 


Trio of Tidewater 
television stations 
joins in a single 
promotion effort to 


raise market’s status 


traffic directly through the market. 
They won’t gasp in surprise to find 
that the Norfolk naval port produces 
not a transient market, but a large 
“bonus” in sales from commissaries, 
post exchanges and service outlets to 
the tune of $200 million annually. 

And, while no Hollywood starlets 
make their appearance in the film, the 
alabaster facades of some of the 
south’s newest buildings are revealed 
in full glory, as Norfolk undergoes a 
boom in business and urban redevel- 
opment. Included in the building pro- 
gram is a million-dollar airport ter- 
minal, new tunnels to link the popu- 
lation centers, new hotels in the 
“Golden Triangle” area and a $17- 
million cargo terminal. 

Once the product was “in the can,” 
the stations moved ahead to the mass- 
release technique popularized by Joe 
Levine. A dozen prints were made and 
rushed to the various offices of each 
outlet’s representative — Petry, Katz 
and H-R. It was figured that by di- 
viding the presentation among three 
rep firms all the major agencies and 


(Continued on page 75) 
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A PROGRAM MAN'S... . Viewpoints 


The Numbers Game 
He much justification is there for television’s extreme 
sensitivity to ratings? 

This question will be going through the tank again, as 
soon as the FCC starts to explore the industry’s “enslave- 
ment” to the practice of counting the house. It would be 
fun sometime to read an imaginary description of what 
television would be like without ratings. This statistician’s 
nightmare would be quite a different sort of wilderness 
from the one in which television is reputed to be currently 
growing. 

Suppose there were no ratings, just programs. In what 
situation would television find itself? Does anyone wish 
to speculate on it? 

The New Haven Railroad is a partial answer to what 
happens when you don’t count. The Long Island is an- 
other, though more an answer as to what happens when 
you count without knowing why you count it. Or what to 
do with the count once you get it. 

Ratings are to television what depositors are to banks. 
But they are much more: to a bank a dollar is a dollar, 
and that is about all. But audience measurements, more 
sharply inquisitive than census-takers, not only seek to find 
out all that an interview will yield but anything you might 
care to add in diary form as well. At least many of them 
do. It is only the crudest sort of rating that seeks to know 
only a number. 

For many years the size of the audience of Strike It Rich 
was very well known. So, too, was the composition of the 
audience. But continuous examination of the profile of 
that composition finally resulted in the cancellation of the 
show. And the show had delivered fine results for many 
years—in radio and television. As time passed, the most 
loyal segment of the Strike It Rich audience was found to 
be women over 50. There is nothing the matter with a 
woman over 50 except there isn’t much you can tell her. 
About running her kitchen or cleaning her bathroom there 
is exactly nothing you can tell her. She knows what she’s 
doing, and she likes the way she’s doing it. Why don’t you 
try the young-married next door? 

About itself, television’s attitude toward ratings is 
simple: it is as unthinkable that stations or networks keep 
no record of their audiences as it is for Gimbels to take 
no inventory. More than “how many” (an easy computa- 
tion to get), we want to know who. And the use of the 
word “rating” automatically implies to professional tele- 
vision people a far more extensive list of facts and 
probables. 

Dependable information about audience is critical at 
all levels of programming. Everyone knows how Bonanza 
made out against Perry Mason and Roaring °20s at 7:30 


on Saturday, but how will it make out against Bus Stop, 
Jack Benny and G.E. Theatre at nine on Sundays? Several 
million dollars are riding on right answers to questions 
just like these. There’s no tyranny here. There’s nothing 
here but sense. And tough guessing. 

The fact that the airwaves belong to the public—some- 
thing never denied by broadcasters—has led to the ex- 
ploding notion that the “public” has a right to see what 
it wants when it wants it. And never to see anything it 
doesn’t want. 

Nielsen, whose figures are widely quoted, is often 
criticized for what is considered an insufficiency of 
sampling. So are all the other services. Here again most 
critics don’t know how large the sampling is, Nielsen’s or 
anybody’s. Nor can they suggest a size they’d prefer. They 
don’t know where the Nielsen “homes” are, what the 
Audimeter does, what it looks like, how it runs, what it 
takes down, what it does not take down, how often it runs, 
how much it costs, what respect it enjoys, or what refine- 
ments it has developed. 

Just for the record, and for the uninitiated, what does 
television learn from Nielsen? From Nielsen’s Audimeters, 
Audilogs, Recordimeters and circulation studies? 

Television learns far more than when the set is on and 
what channel is being watched. It learns how long any 
show is looked at, how many are looking, whether they are 
men or women, or teens (12-18), or children (4-11). It 
learns the size of total audience (the total number of those 
who caught at least some of the show), the number of 
homes reached, the share of audience (as of one program 





over competing programs) and homes using tv. It knows 


how a program is doing locally as well as nationally. 

It learns how much it costs to deliver the show to a 
thousand homes, how much it costs to deliver a commer- 
cial minute to a thousand homes, and how often the 
audience catches your show. It learns what other shows 
the viewer “samples” while you are trying to hold his 
attention. 

Television knows who does the selecting, where viewers 
? 


(Continued on page 72) 
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Film Report 


GAC-TV SHARPENS SIGHTS 


“Fortunately, I’ve been associated 


with most major trends, but I don’t 
like to follow trends, even my own 
trends,” said Don W. Sharpe, newly 
appointed senior executive officer and 
president of GAC-TV, division of 
General Artists Corp. Mr. Sharpe, 
pioneer radio and tv programmer, 
director, writer and producer, ap- 
peared at a New York press party 
attended, not accidentally, by Sylves- 
ter L. (Pat) Weaver, who seldom has 
ventured into the public spotlight in 
recent years. Mr. Weaver and Mr. 
Sharpe are old friends. 

Although Mr. Sharpe was guarded 
about the precise direction he might 
lead the giant corporation m tv pro- 
gramming, he did hint that he had 
some 20 programs up his sleeve, rang- 
ing from five-minute shows to two- 
hour specials. Almost all of the pro- 
grams he described as “realistic” in 
content. At the same time, however, 
he stressed that the shows would have 
sound financial prospects for a medi- 


um he considers primarily to be enter- 
tainment. The implication is left that 
Mr. Sharpe may attempt to find a 
commercially valid twist on the rising 
thirst for documentational and science 
programming. 

GAC-TV last month negotiated an 
agreement to serve as exclusive na- 
tional sales representative for Desilu 
Productions, Inc., which has a $20- 
million production output. GAC-TV 
will not actually produce its own 
shows, but rather will assign produc- 
tion to others. GAC also recently ac- 
quired the Preminger - Stuart - Feins 
agency to act as a literary arm. 


FACTUAL FIRE-UP 


An ambassador, a model, a para- 
trooper, a night-club comic, an astro- 
naut, a symphony orchestra conduc- 
tor, a disk jockey and a football coach 
—all will be among those who have 
their “living stories” told in a series 
of 38 half-hour documentary films 
from Ziv-United Artists. Budgeted at 
$2 million, the programs will employ 





FILM SUCCESS 
as, Nahar and immediate in- 


‘rease in savings deposit busi- 
ness” was only one reward of sponsor- 
ship of Adventure Theatre over WLW-R 
Cincinnati, according to Ralph Run- 
yan, advertising manager of Central 
Trust Co. in Cincinnati. 

The bank has had dramatic results 
in using the series, consisting of 78 
half-hour real adventure films from 
around the world, to spearhead such 
campaigns as a new method of com- 
puting interest on savings accounts. 
Increased account activity has risen 
and continued to stay high, according 
to Mr. Runyan. 

More than that, the bank has re- 
ceived hundreds of letters from edu- 
cators, teachers, and students praising 
the series. Mr. Runyan said education 
is one of the two measuring sticks the 
company uses in judging the effective- 
ness of the series. The other yardstick 
is entertainment. 

Ratings on the show have been con- 
sistently high. In the 7 p.m. slot, Ad- 
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Central Trust Company 





venture Theatre has pulled ratings 
over 30 as a rule, twice the usual 
rating highs of its nearest competitor. 

The bank is particularly interested 
in concentrating its sales message in 
middle- and upper-income homes, and 
the program has been highly effective 
in reaching them, according to Mr. 
Runyan. 

Adventure Theatre is distributed by 
Sterling Television Co., Inc. 


no professional actors. The 38 so- 
called ““documatics” will be ready for 
airing in January. The company 
has signed Dave Wolper, whose Biog- 
raphy of a Rookie inspired the series, 
to produce on an exclusive basis once 
he finishes two film specials, Golden 
Years of Hollywood, for Procter & 
Gamble. 

Another part of the Ziv-UA docu- 
matics project provides for a new 
series called Keyhole. Described as a 
“fresh, 


candid reporting,” the series will 


world-roaming concept in 


probe the inner workings of “off- 
center” individuals and activities such 
as a lonely-hearts club, a stunt man 
and a bunko game. The approach 
seems not too distant from that 
evolved for the Westinghouse Broad- 
casting’s PM East-PM West show. 

Jack Douglas, who has been signed 
on an exclusive basis to narrate and 
direct the programs, said the series 
would shoot “into daredevils, the 
lonely, the dedicated, the artistic, the 
theatrical, the mysterious, the fey and 
the shrewd.” Mr. Douglas suggested 
the series might more appropriately 
be titled Jnside People because of its 
stress on the common qualities of its 
extraordinary subjects. 

The series is already in production, 
with episodes being filmed in Austria, 
Hawaii, Detroit and San Francisco. 

In another documentary develop- 
ment, Hearst Metrotone News and 
BGG Films announced the start of 
production of a new series titled Per- 
spective on Greatness. Featuring many 
of the towering figures of modern 
times, the series will include exclusive 
filmstrips from the Hearst Metrotone 
Film Libraries and family albums of 
such people as Admiral Byrd, Al 
Smith and Mahatma Gandhi. 

Caleb Stratton, executive vice presi- 
dent of Hearst Metrotone News, will 
be executive producer. The shows will 
each run an hour, permitting more 
than a cursory survey of highlights in 
the lives of the subjects. Nat Gassman, 
president of BGG Films, Inc., said the 
first of the in-depth documentaries 


was completed two weeks ago. 
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FOUNTAINHEAD INTERNATIONAL, 
INC. 

A distribution company has been 
established to market the tv specials 
produced by Wolper-Sterling Produc- 
tions, Inc., 50-per-cent-owned affiliate 
of Sterling Television Co. Incorpo- 
rated as Fountainhead International, 
the new company will initially concen- 
trate on selling the specials to regional 
sponsors. According to Saul J. Turell, 
Sterling president, regional selling 
continues to present a “unique set of 
marketing problems” for tv packagers. 


ABC FILMS REPORT “ROSY” 

Syndicated sales in Canada were 
the only soft spot in an otherwise 
strong second-quarter report from 
ABC Films, Inc. Canadian sales for 
the first half of this year were only 
39 per cent of all of last year, whereas 
the company’s over-all grosses this 
year already stand at 107 per cent of 
sales reached at the midpoint last 
year, according to Henry G. Pilitt, 
president. 

ABC Films’ domestic syndicated 
sales for the first six months were at 
205 per cent of all of last year. Mr. 
Plitt further noted that the first two 
quarters of 196] measured against the 
same period a year ago showed a gain 
of 269.2 per cent. 

Terming the picture “rosy,” Mr. 
Plitt cited as a reason for the com- 
pany’s plus figures the successful re- 
lease to local stations of new proper- 
ties such as The Life and Legend of 
Wyatt Earp, One Step Beyond ( Alcoa 
Presents when on network), Maitty’s 
Funday Funnies and Consult Dr. 
Brothers. Mr. Plitt did not offer any 
explanation for the fall-off in Cana- 
dian syndicated sales. 


TNT FOR EIDOPHOR 

Theatre Network Television, Inc., 
has been licensed as sole U. S. dis- 
tributor for Eidophor, a Swiss-made 
tv large-screen projector said to give 
picture sizes up to 30 and 40 feet 
across, with picture quality compara- 
ble to the best motion-picture films. 

Manufactured by Gretag Limited, 
the electronics division of Ciba 
Limited, the projector has been sev- 
eral decades in development and has 
seen successful applications in indus- 
trial use and educational tv. 


the Directory of 


TOP COMMERCIALS 














Lipton Tea © SSC&B 


Director: Joe Kohn 
Cameraman: Al Mozell 


Carlings Black Label Beer * Hayhurst 





Director: Mickey Schwarz 
Cameraman: Zoli Vidor 





Gold Medal Cake Flour * BBD&O 


Director: Charles Dubin 
Cameraman: Vernon Lewis 





Director: Charles Dubin 
Cameraman: Jerry Hirschfeld 


OF 





Clairol * FC&B 


Director: Dave Monahan 
Cameraman: Harold Masarati 





Buick © McCann-Erickson 





Director: Mickey Schwarz 
Cameraman: Arkas Farkas 








VIDEOTRONICS, INC. 


IN NEW YORK: 
15 East 58rd St., MU 8-7830 


IN DEARBORN: 
921 Monroe Blvd., CR 8-4412 


IN CHICAGO: 
134 South LaSalle St., CE 6-3164 


IN HOLLYWOOD: 
800 N. Seward St., HO 6-8341 
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Advertising Directory of 


SELLING COMMERCIALS 





Amoco Gasoline © D'Arcy Advertising 


eo 











ANIMATION, INC., Hollywood 





Cheramy, Inc. April Showers © Ellington & Co. 
. TSS ar os pe 


A@ 








Ban © Oailvy, Benson & Mather 





WCD, INC., New York 





NO}. PAmacit — Pron 
PANTOMIME PICTURES, INC, Hollywood 





Bisodol Mints * Youna & Rubicam 





ANSEL FILMS, INC., New York 





PELICAN FILMS, INC., New York 





California Oil Company * BBDO 





ELEKTRA FILM PRODUCTIONS, INC., New York 





Eastman Kodak © J. Walter Thompson 


. 






MGM-TV, Hollywood 


The projection system has been em- 
ployed by CBS for use in tv programs 
calling for special-effects displays be- 
hind news commentators, and rear- 
screen projection of news footage. 
Picture quality is reportedly equally 
good whether originated live, on 
rideo tape, film or slide. NBC-TV has 
also used the process in several net- 
work telecasts. 


SALES MARKS 

King of Diamonds, the Ziv-UA 
front-runner, has reached 171 markets 
with regional sales on an alternate 
week basis to the Jackson Brewing 
Co., Fels & Co. and the Kroger Co. 

Ripcord, also out of Ziv-UA, 
crossed the 100 mark last week with 
major sales to Lincoln Life Insurance 
Co., Savannah Sugar Refining and 
Brown & Williamson. In New York 
the sky-diving show will be telecast by 
WNBC-TV at 7 p.m. 

Thirty-two episodes of Ziv-UA’s 
Aquanauts have been released off 
network, with sales in top major mar- 
kets almost completed. 

Seven Arts Associated has sold its 
Looney Toons package of 191 car- 
toons into Syracuse, Lancaster and 
Beaumont. The company’s feature 
film packages, “Films of the ’50s, Vol. 
1” and “Films of the *50s, Vol. II,” 
have been sold into 94 and 27 mar- 
kets, respectively. 

Bozo the Clown, from Jayark Films 
Corp., hit 199 markets with a sale to 
WKBT LaCrosse, Wis. Renewals on 
Bozo are sparking with addition of 
52 recently filmed strips for no cost 
supplement. 

Twenty-two stations have now 
bought MGM-TV’s library of 69 short 
subjects called The Passing Parade. 
Produced and directed by John Nes- 
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Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Ci-6-4675 

















Is bitt, the series will begin on WPIX 
P- New York in October. 
wP1x has also purchased the CBS 

B. Films science-fiction dramatic series 
ly W orld of Giants—a counter-espionage 
n plotter featuring a man six inches tall 
AS who gets around in the attaché case 
t- of his normal-sized gum-shoeing com- 

panion. 

Consult Dr. Brothers, from ABC 

Films, Inc., has added seven markets 

for a total of 42... . Light Time, 
ts from Fred A. Niles, Inc., has reached 
te 125 markets. 
. INTO SYNDICATION 
\. Television Enterprises Corp., head- 
h ed by Harold Goldman, has an- 
“a nounced that production has been 
d completed on the 78 five-minute 
k episodes of Mahalia Jackson Sings, 
ud and that the company is prepared to 
: license the show to stations. 
“a Carousel Films, Inc., of New York, 
Ht has been licensed by CBS Films, Inc., 
m to distribute in the non-theatrical 

16mm market a package of two Christ- 
ts mas time films. A Christmas Carol and 
a The Juggler of Our Lady. The former 


id is from CBS-TV’s Shower of Stars 


series; the latter was produced by 


1. Terrytoons. 

9 JAYARK FILMS REPORT 

ir- Jayark Films Corp. gross sales for 
the first six months of the year were 

ns double those of the same period in 

to 1960, according to the midyear report 

on by Reuben R. Kaufman, president of 

of the firm. Exact percentage rise was 

yst 102 per cent. 

Sales on the company’s new series, 
ow Hollywood Hist-o-Rama, aided the 
ort July sales, according to Mr. Kaufman, 
le. but June was by far the best month, 
es- with sales 5.7 times greater than in 


the same month of 1960. 


ROPE 
50 MILLION FE 
of film in one of the most com- 


s SE plete film libraries in the world. No 
5, = matter what you're looking for in 





stock footage — you'll find it at 


SHERMAN GRINBERG 





a FILM LIBRARIES, INC. 
1438 N. GOWER ST. HOLLYWOOD 28, CALIF 
HOLLYWOOD 4.7491 
245 W. SSTH ST, NEW YORK 19. NY 
JUOSON 6-8750 

—' 








Advertising Directory of 


SELLING COMMERCIALS 





General Electric Refrigerator * Y&R 





Mutual of Omaha © Bozell & Jacobs 









PHOENIX STUDIOS, INC., New York 








WYLDE FILMS, INC., New York 


National Biscuit * McCann-Erickson 





Holsum Bread * Rogers & Smith 


=a 
KEITZ & HERNDON, INC., Dallas 











WILBUR STREECH PRODUCTIONS, INC., New York 





Kitchens of Sara Lee * Cunningham & Walsh, Inc. 








Pearl Brewing Co. * Tracy-Locke Co. 





dex 


JAMIESON FILM CORP., Dallas 
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SELLING 
COMMERCIALS 





Oa sos 


FILMEX, INC., New York 





Sergeants Flea & Tick Spray * N. W. Ayer & Son 
x & 












GROUP PRODUCTIONS, INC. Detroit 





Skippy Peanut Butter © Guild, Bascom & Bonfigli 





FILMFAIR, Hollywood 





Volvo * Sind & Sullivan 


KTTY TAPE PRODUCTIONS, Ho:lyvood 
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PRODUCTION ... 
Mobile 7, dealing with the adven- 


tures of a tv remote reporter, is being 
filmed by ABC-TV, with Gene Banks 
producing, and Jim 
Barney Phillips cast in the lead roles. 


Bannon and 
Happy Landings, half-hour musical 
travelogue series being produced by 
Pathé News for tv, will get under 
way during the summer, 13 segments 
being scheduled for immediate pro- 
duction. Matty Kemp produces. 
The first two series to be produced 
by Project III Enterprises for MGM- 
TV have been set. They are All That 
Jazz, The 


House of 7, drama adventure. Both 


situation comedy, and 
are hour-long. 

The House of Risks, based on the 
book recounting famous Lloyds of 
London been 
scheduled as a tv series by Thayer- 
Hamilburg Enterprises, Ltd., operat- 


insurance cases, has 


ing out of London. Already completed 
by the team of Guy Thayer and 
Mitchell J. Hamilburg is The Witch’s 
Tales and thriller series. 

has 


started filming a new half-hour ani- 


Larry Harmon Productions 


mated cartoon program, Wacko Wolf. 
Featured are the title character, and 
two others, Ali Khat and Tico-Taco. 

The Clarence Greene-Russell Rouse 
combine is preparing a new series, 
The Seekers, for Screen Gems. The 
show will deal with a group of scien- 
tists who undertake to solve difficult 
problems for their clients. 

Restaurant Row, half-hour comedy 
anthology, is being plotted by West- 
fair Productions. 


* 


(masters = duplicates) 


from art, transparencies & negatives 


fllm strips 





full color, b. & w., diazo-color 


slides * 


any size & style 
from art, transparencies & negatives 


WaAtkins 4-8573 


bebell « bebell : 


COLOR LABORATORIES 


PEOPLE IN PLACES 

John N. Calley has been appointed 
vice president in charge of program 
development at Filmways, Inc. He 





MR. CALLEY 


was previously with Ted Bates & Co. 
as a television programming vice 
president. 

Robert R. Rodgers has been named 
an account executive with ABC Films, 
Inc. He will be a member of the syndi- 
cation company’s eastern division, 
headed by Albert G. Hartigan. Mr. 
Rodgers was previously with ITC’s 
film program sales department. 

C. P. (Pete) Jaeger was appointed 
assistant to the president of Official 
Films. Prior to the appointment Mr. 
Jaeger was executive vice president of 
. . Robert Bruce 
Hicks has been appointed director of 


Flamingo Films. . 


sales for Metro-Goldwyn-Mayer’s cen- 
tral division, headquartered in Chi- 
cago. 

Larry Lowenstein has resigned as 
director of public relations for Na- 
tional Telefilm Associates to take over 
the post of vice president and director 


ask for new * 
price list wall chart t-8 


OF COMPLETE PHOTO SERVICES 


write, phone, wire 





color telops 


COMPOSITES (arts type, photos) * 


complete creative service 


1086 W. 24th St., New Vork 11 
Cables: Labsbebetl, N.Y. 
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of public relations, publicity adver- Advertising Directory of 


tising for General Artists Corp. 


John Louis Koushouris joined TOP MUSICAL COMMERCIALS 


VHF, Inc., a recently formed produc- 
tion company, as a principal and vice 





president in charge of operations. He 


ATLANTIC GASOLINE (N. W. AYER) BY PHIL DAVIS MUSICAL ENTERPRISES, INC. 














nae 


AT-LAN-TiC KEEPS Youk Cag " ON THE GO — 








PHIL DAVIS 


MUSICAL ENTERPRISES, INC. 




















MR. KOUSHOURIS 
has resigned from his position as DUTCH MASTERS DART (EWR&R) BY FORRELL, THOMAS & POLLACK ASSOC, IAC. 
director of marketing for CBS Labora- 
tories. Bruce L. Wolfson, former busi- SS x4 
ness manager, studio operations de- _— : he 
partment, of CBS-TV, has _ been DUTEH MAS-TERS DART, TS So NEW up So Swar, THE DART ! 
appointed comptroller of VHF, Inc. 








Warren Schloat, vice president and 
creative director of Compton Adver- 
tising, has been named vice president 


FORRELL, THOMAS & POLACK 
ASSOC., INC. 








HALO (D'ARCY) BY JOHN GART—R.T.S. PRODUCTIONS, INC. 











oe — 


— a eee —priaies : 
SSS 55/5 = 2-2 == === 


rs 
You Chal ALWAYS TELA HALO Git, BY THe SAT-ini-Y SHWE OF HEA Hae 











MR. SCHLOAT BY JOHN GART-—R.T.S. 
and creative director of Robert PRODUCTIONS, INC. 


Lawrence Productions, New York. He 





will serve as producer, director, writer 





and pre-production consultant. 
Joseph J. Jacobs, industry attorney, 


has joined Ziv-United Artists, Inc., as INSTANT MAXWELL HOUSE COFFEE (B&B) BY CHUCK GOLDSTEIN PRODUCTIONS, INC. 


director, program and talent negotia- 











. : F .“ 
tions. . .. Harvey Bernhard has been FS z] 
—-  ————— : == : 








appointed business administrator for 
Wolper Productions, Inc. wo IN EVERY «COP ,,,, OF IN-STANT MAX -WELL House 


Russ Severin has been named as 








national field director for Romper 


Room, Inc. Mr. Severin has recently | CHUCK GOLDSTEIN 


served as southern field representative 


for the National Association of Broad- P R 0 D U CTl 6) | 2. | N os ‘ 


casters. . . . James Woolley has joined | 
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the staff of Marathon International 
Productions, Inc., as supervising film 
editor. 

The expansion of CBS News Infor- 
mation and Special Services includes 
an enlarged Information unit, under 
director Josef C. Dine. May Dowell 
has been promoted to director of CBS 
News Special Projects, reporting to 
Mr. Dine. Miss Dowell was previously 
manager of the department. 

Jack Rhodes has been appointed 
central division sales manager for In- 
dependent Television Corp. He will 
have his headquarters in ITC’s Chi- 
cago offices. He succeeds Carl Russell, 
who has resigned. . . . Herbert L. 
Miller has been promoted to national 
sales manager in charge of Wiljon 


Advertising Directory 
of TV SERVICES 


FILM EQUIPMENT 








CAMERA EQUIPMENT CO., INC. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
. « generators . . . film editing equip- 
ment ... pr ing quip t. 
RENTALS — SALES — SERVICE 














$.0.S. PHOTO-CINE-OPTICS, INC. 
formerly $.0.S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, Plaza 7-0440. 
Hollywood, Calif.: 6331 Hollywood Bivd., Ho 7-2124. 


SALES e LEASING e SERVICE 
The world's largest source for film production 
quip #: Animation, Producing, Lighting, 
“core Editing, Recording, ‘ojec 














LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 











SOUND STUDIOS 








PATHE’S FABULOUS STUDIO 7A, for the BIG 
SOUND in Scoring Music to everything from 
10 sec. SPOTS to FEATURE FILMS. One 
Musician or 100. 16 and 35mm projection. 
PATHE SOUND SERVICES, INC. 


105 E. 106th St., New York 29, N. Y. 
EN 9-4040, TR 6-1120 
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Sales Corp. for Bill Burrud Produc- 
tions. 

Edward Morey has been elected 
president of Allied Artists TV Corp., 
a wholly owned subsidiary of the 
motion-picture company. Previously 
known as Interstate TV, the television 
division, except for the production of 
one or two pilots, has been more or 
less inactive for the past several years. 
Simultaneously, Robert B. Morin, 
head of the New York office of Fa- 
mous Artists, was named vice presi- 
dent and general sales manager of 
AA-TV. An expansion of tv activities 
is expected to follow shortly. 

Richard Beesemyer has been named 
to head the Los Angeles office of ABC- 
TV National Station Sales, the recent- 
ly organized spot sales representative 
firm for the network’s five o&o sta- 
tions. Mr. Bessemyer had previously 
been with CBS-TV spot sales. 

Leonard Stern, producer and head 
writer of The Steve Allen Show from 
1958 to 1960, has been signed to a 
writer-producer contract by Goodson- 
Todman productions. Under the pact, 
Mr. Stern will create new properties. 
to be owned jointly, for the packaging- 
production company. 

Barney W. Broiles, formerly with 
the Ziv-UA and CNP sales organiza- 
tions, has been named southern sales 
Filmaster, Inc., with 


director for 


headquarters in Dallas. . . . George 
Sidney has been elected to the presi- 
dency of the Directors Guild of Amer- 
ica, replacing Frank Capra, who has 
held the post for the past two years. 
Mr. Sidney had previously held it 
from 1951 to 1959. . . . Sol Lesser, 
chairman of the Hollywood Motion 
Picture and TV Museum, has been 
re-elected to a new two-year term. 


TAPE TAKES TO THE HILLS 

MGM Telestudios, formerly NTA 
Telestudios, has established a location 
base for taping tv commercials in 
New Hope, Pa. The base, first of its 
kind, is a large colonial farmhouse 
and surrounding terrain in the rolling 
hills by the Delaware River. 

George Gould, president and gen- 
eral manager of the studio, chose the 
site after scouting the area for many 
weeks. Besides the river, and the house 


(which has been leased for the sum- 
mer), the site includes accessibility to 
the picturesque Pennsylvania Barge 
Canal, rushing streams, old colonial 
homes and the famous Bucks County 
Playhouse. 

Outdoor locales have a particularly 
striking effect on tape due in part to 
the light values that can be captured. 
Already taped at the location have 
been commercials for Kellogg, Whisk 
and Texaco. A series for Gallo Wines 
is scheduled. 

Mr. Gould commented that the loca- 
tion site, combined with the A-B Com- 
posite technique (elsewhere known as 
Inter-Synch or Pix-Lock), might help 
raise the percentage of tape commer- 
cials produced on location. 


COMMERCIAL CUES... 


CBS Animations, Inc., organized a 
little more than a month ago as a 
division of CBS Films, Inc., last week 
three 
docket book. The company has al- 


added more accounts to its 
ready started production on commer- 
cials for the Keebler Biscuit Co.. a 
division of the United Biscuit Co.; for 
Lever Bros., for Good Luck Margar- 
ine, and for the Olympia Typewriter 
Co. 

Manhattan Color Laboratory has 
expanded its facilities to the fifth and 
sixth floors of its building at 210 West 
65th St., New York, with layout sec- 
tion, screening rooms and offices. 

Films Five, Inc., has been signed 
for a black-and-white animated film 
for Delco Batteries via Campbell- 
Ewald. Jacques Dufour, creative di- 
rector of the recently established com- 
pany, will direct the project. 

New 
York produced five minute commer- 
cials for the National Biscuit Co., both 


Videotape Productions of 


on different beach locations in Sea- 
bright, New Jersey. The commercials, 
both featuring wcBs-tv New York 
weather girl Carol Reed, were shot at 
the Peninsula House Beach Club and 
at the Shore Hills Motel dock. 

Ani-Live Film Service, Inc., has 
expanded its services to tv producers 
and advertising executives. The com- 
pany specializes in editing and print- 
ing tv commercials. 


Halas & Batchelor, Cartoon Films, 
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Ltd., animators of such cartoon greats 
as George Orwell’s Animal Farm, has 
expanded its services and contact de- 
partment to the U. S., with schedules 
at MPO and MGM as well as non- 
profit organizations such as the Ford 
Foundation and World Health Or- 
ganization. 

Advantage Film Sales, distributor 
of syndicated tv commercials, has 
reported a 30-per-cent increase in 
sales during the past year. Simul- 
taneously, it was revealed that two 
new series of spots, one for the bread 
industry, the other for dairies, have 
been acquired. Earl Klein is presi- 
dent and chairman of the board of 
directors of the firm. 

Creston Studios has expanded its 
Hollywood studio by purchasing a 
24-room apartment building, located 
next to its existing property, for re- 
modeling into an animation annex. 

The Television Producers Guild 
will set up a branch in New York 
shortly. Jules Bricken, a member of 
the board, will supervise the organiz- 
ing activities. 

Wayne Tiss, vice president of 
BBDO in Los Angeles, has been 
named to the board of trustees of the 
Sereen Actors Guild, the first agency 
man so honored. 


NILES NEW LOOK 
Effective this month, Fred A. Niles 


Productions, Inc., changes its name to 
Fred Niles Communications Centers 
of Chicago and Hollywood. Fred 
Niles, president of the company which 
he founded in 1955, said that expan- 
sion and diversification of the busi- 
ness accounted for the legal change. 

Mr. Niles said that motion-picture 
production now accounts for approxi- 
mately 60 per cent of total volume at 
the company, with other client services 
taking up most of the balance. He 
emphasized, however, that the com- 
pany did not consider itself in direct 
competition with advertising agencies. 

Coincidental with the name change, 








Certified Film Storage 
For 500,000,000 Feet! 
BEKINS FILM CENTER 


1025 N. Highland, Hollywood 38 
HO 9-8181 
Every facility . . . Every service 














Mr. Niles announced a realignment of 
top management personnel. 


STAFFORD SERIES ON SET 


The Jo Stafford Show specials, a 
series of 13 full-hour variety shows 
starring the songstress, has started 
production at the Elstree Telecenter 
of Associated Television, Ltd. 

First thing shot was a comic se- 
quence between Miss Stafford and 
Peter Sellers, who will be the first 
guest star. Other stars will count 
Ella Fitzgerald, Claire Bloom and 
Kenneth More. Bill Ward, who pro- 
duced the famous Sunday Night at 
the Palladium shows, is producing 
the Stafford specials. 

The ATV Elstree Telecenter was 
chosen for production not only be- 
cause of its facilities, which are 
contended to be the best in the world, 
but because the producers could have 


freer access to international stars. 


Tv Commercials 
BANDELIER FILMS, INC. 


In production: 
Empire; Delta 
Factors. 


Homelite 
Pontiac 


(chainsaws) , 
(cars), Sales 


BASCH RADIO & TELEVISION 


PROD. 
Completed: B. Rickenback Co. 


(Apple- | 


berry), Allston, Smith & Somple; Pfaff | 


Sewing Machine Co. (Pfaff), Don Kemper; 
American Legion Auxiliary (Poppy Cam- 
paign), Direct. 


CBS ANIMATIONS 


Completed: Union Carbide (G-12), J. M. 
Mathes; Family Finance (service), Emery; 
Jamison Mattress Co. (mattresses), Noble- 
Dury 


In production: Lever Bros. (Good Luck 


margarine), OB&M; International Trading | 


Co. (Olympia typewriters), Mann-Ellis; 
United Biscuit Co. (Keebler cookies), 
Lewis & Gillman; H. W. Lay & Co. (Lays 
potato chips), LNB&L. 


How can | be sure my TV 
prints are of proper television 


quality? 


Let BONDED procure the 
prints and check the quality 
before shipping the spots to 
the stations. 





CRAVEN FILM CORP. 


Completed: Lanolin Plus (cosmetics, hair 
products), La Roche; Nestle (Quik), M-E; 
Mutual of Omaha (health & accident insur- 
ance), B&J; Westinghouse Int'l. (air 
conditioner, portable tv set), direct; Min- 
ute Maid (Hi-C), D-F-S. 

In production: Post Div. General Foods 


(cereals), B&B General Mills (Jets, 
Twinkles, Cocoa Puffs), D-F-S; Foster 
Milburn (Doan’s Pills), D-F-S; Brillo 


Mfg. Co. (Brillo Paddy), JWT. 


JERRY FAIRBANKS 
PRODUCTIONS OF CALIF. 


Completed: Bell & Howell (projector), 
M- Brunswick (bowling equipment), 
M-E; Union Oil (credit cards), Y&R: 
Oldsmobile Div., GM (cars), D. P. Broth- 
er; Helene Curtis (hair spray), M-E; 
Maybelline (eye make-up), Gordon Best; 
Toni Div., Gillette Co. (Adorn hair spray), 
North; Oculine Div., Warner-Lambert (eye 
pads), Ted Bates; Marx (toys), Ted 
Bates; Hazel Bishop (Creme ‘n’ Powder), 
North; Stroh Brewery (beer), Zimmer, 
Keller & Calvert. 

In production: Sawyer’s (Viewmaster slide 
viewer), Montgomery; Marx (toys), Ted 
Bates; Bell & Howell (camera & pro- 
jector), M-E; Heinz (soup), Maxon; Stroh 
Brewery (beer), Zimmer, Keller & Calvert. 


FERRO, MOGUBGUB & 
SCHWARTZ, INC. 


Completed: Dixie Cup (new deluxe dispen- 
ser), Hicks and Greist; Lufthansa Air- 
lines (special flight), direct. 


In production; Johnson & Johnson (Arres- 
tin), Ayer; CBS (program opening & clos- 
ing), direct; Hicks and Greist, (opening, 
closing), direct. General Foods (Post 
cereals), B&B. 








Animation 
Center 


COMMERCIAL ANIMATION . 
CONSULTANTS ... 
CREATIVE PRODUCTION . . 


355 LEXINGTON AVE. 
NEW YORK 17, N. Y. 
YUxon 65161 





BONDED 
TV PLM 
SERVICE 


NEW YORK 
CHICAGO 

LOS ANGELES 
TORONTO 


A Division of 
NOVO INDUSTRIAL CORP. 





August 7, 1961, Television Age 49 











FILMS FIVE, INC. 


Completed: RCA (Silverama), Al Paul 
Lefton; Firestone Tire & Rubber (Fire- 
stone tires), C-E; Chesapeake & Potomac 
Telephone Company (Yellow Pages), Ayer. 
In production: Delco-Remy Div., G. M. 
(Delco batteries), C-E; Eberhard-Faber 
(Scribblebug), Al Paul Lefton; Pabst 
Brewing, (Pabst beer), K&E; Swingline 
Inc. (Swingline staplers), Al Paul Lefton. 


PAUL KIM-LEW GIFFORD 


Completed: General Electric (show open- 
ing), BBDO; Downyflake Foods (frozen 
foods), S/G; Rountree Candy (Kit Kat), 
JWT; Schwayder Bros. (Samsonite lug- 
gage), Grey; Ford Motor (Mercury cars), 
K & E; National Biscuit (Nabisco party 
snacks), M-E; Campbell Soup (soup) 
BBDO; General Mills (Trix) D-F-S; F&M 
Schaefer Brewing Co. (beer) BBDO; 
Chase & Sanborn (instant coffee), JWT 
(Montreal) ; Topps Chewing Gum (Bazoo- 
ka), Wexton Co.; Endicott-Johnson 
(shoes), Hicks & Greist; U. S. Steel (inner 
springs), BBDO; Defense Department 
direct; Post Div., 


(Armed Forces Day), 





WE TAKE THE WORRY OUT OF HURRY! 


Service PDQ... same-day service . . . expert, 


efficient service ... That's what you get with 

NATIONAL on the job...your job. Slides 

(color & b/w)—Hot press—Flip cards—Telops— 
Crawis—ID file—Rp’s—Enlargements 

Write for Free brochure 

> NATIONAL STUDIOS 

42 W. 48 St. « N.Y. 36 « JU 2-1926 





Sw) 


General Foods (40% Bran flakes) 
& Bowles; Remington (electric 
Young & Rubicam; Warner 
(Fizzies), Lambert & Feasley; Labatt Im- 
porters (beer), JWT (Montreal); Post 
Div., General Foods (Alpha Bits), Benton 
& Bowles. 

In production: National Aeronautics and 
Space Administration (Project Mercury), 


, Benton 
shavers), 
Lambert 


direct; Labatt Importers (beer), JWT; 
Nationwide (insurance), Ben Sackheim; 
Ford Motor (Comet cars), K & E; Brillo 
(Paddy), JWT. 


KTTV COMMERCIAL TAPE 
DIVISION 


Completed: All State (insurance), Bur- 
nett; Mercury Div. Ford Motors (auto- 
mobile), K&E; Brown’s Velvet Ice Cream 
(food), Fitzgerald; Kellogg (food), Bur- 
nett; Atlantic Refining (Imperial Oil), 
Ayer; Sealy Inc. (mattress), Earle Ludgin; 
Kaiser Aluminum (aluminum), Y&R 
Competition Motors (Volkswagen) DDB; 


Fireman’s Fund (insurance) Meltzer; 
Procter & Gamble (Clorox), HC&H; Union 
Oil (service station) Y&R; Sparkletts 


Drinking Water (Spring Water), McCarty; 
Lucky Lager (beer), M-E; Brookside Wine 
(Salty Dog Wine), Walker Saussy; Volvo 
(automobile), Sind & Sullivan; Lincoln 
Savings (bank), Ward Forgin; Lestoil 
(Lestare bleach), Sackel-Jackson. 

In production: Atlantic Refining (Imperial 
Oil), Ayer, Procter & Gamble (Clorox), 
HC&H; G&D Wine (vermouth), HC&H; 
Oldsmobile Division General Motors (auto- 
mobile), D. P. Brother; Kaiser Aluminum 
(aluminum), Y&R; Carling’s Brewery 
(beer), LF&S. 


MEDALLION TV ENTER- 
PRISES, INC. 


Completed: S. C. Johnson & Son (Raid, 
Holiday, Glade, shoe polish), Collyer. 

In production: S. C. Johnson & Son (Clear, 
paste & liquid), Collyer; S. C. Johnson & 
Son (Pledge, Glo-Coat), NL&B. 


NATIONAL VIDEO TAPE 
PROD., INC. 


Completed: Texaco, Inc. (Texaco), 
Schaefer Brewing (Schaefer beer), 
Hamm’s Brewery (Hamm’s beer), Camp- 
bell-Mithun; Procter & Gamble (Dash) 
D-F-S; Atlantic Refining (Atlantic Impe- 
rial), Ayer; Armstrong Cork (bldg. mate- 
rial), BBDO; American Tobacco (Lucky 
Strike), BBDO; General Electric (various 
products), BBDO; Anheuser-Busch (Busch- 
Bavarian beer), D’Arcy; Iron City Brewery 
(Iron City beer), KM&G; Frigidaire Div., 
General Motors (refrigerators) , D-F-S: 
Florida Citrus Comm. (institutional) , “ae 
Westinghouse (appliances), M-E; fs 
Democratic Comm. (political ony Mil- 
ler; N. J. Republican Comm. (political 
spots), Direct. 
In production: 
rics), DCS&S. 


C&W; 
BBDO; 


Eastman Chemical (fab- 
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ABEMARK 


Why buy a jingle 
when you can buy a 


TRXBIikRK P 


oo TRADEMARKS, INC., 135 W. 52 ST., N.Y. 19, N. Y., JU 2-3820 


PECKHAM PRODUCTIONS 


Completed: Ideal Toy Corp. (toys), 
Palm Beach (Palm Beach suits), 
Phillips-Van Heusen Corp. 
shirts), Grey; 


Grey; 
Grey; 
(Van Heusen 
Westinghouse Electric (wall- 
tv), Grey; Pressman Toy Corp. (Master- 
mind), Crestwood; American Transistor 
Toy Corp. (Billy The Bounce), Crestwood. 
In production: Ideal Toy Corp. (Kissy Doll, 
Miss Ideal), Grey; Modular Fabrications 
(Polyrods), Crestwood. 


PELICAN FILMS, INC. 


In production: Jackson Brewing Co. (Jax 
beer), DCS&S; Narragansett Brewing Co. 
(beer), DCS&S; Lever Bros. (Stripe), 
JWT; Quaker City Confectionery (Good 
"N Plenty), Bauer & Tripp; R. J. Reynolds 
(Winston cigarettes), Esty; Union Carbide 
(Prestone), Esty; National Safety Council 
(safety belts), Basford; American Red 
Cross (Red Cross), Y & R: Robert Hall 
Clothes (clothes), Arkwright; Coca-Cola 
(Coca-Cola), M-E; Nestle (Quik), M-E; 
Colgate Palmolive (Driacol), L&N; Phil- 
lies Cigars (cigars), Wermen & Schorr; 
Parker Bros. (games), Badger Browning, 
Parcher; Schaefer Brewing (beer), BB- 
D&O. 


PINTOFF PRODUCTIONS 


Completed: Nestle (Zip), M-E; Standard 
Oil (Esso), M-E; U.S. Steel Corp. (steel), 
BBDO; Texaco, Inc. (Texaco), C&W; 
Minute Maid (orange juice), Bates; Rey- 
nolds Metal (aluminum), L&N; S. C. John- 
son & Son (wax), B&B; American Gas 
(gas), L&N; Procter & Gamble (Charm- 
in), B&B; Nestle (chocolate), M-E; Paper 
Mate (pens), FC&B; Procter & Gamble 
(Lil Abner contest), D-F-S-; Charles 
Pfizer (Beam), Gotthelf; Carrier Inter- 
national (Carrier), Robert Otto; U. S. 
Air Force (Air Force), MacManus, John 
& Adams; American Oil (Amoco), D’Arcy; 
American Tobacco (Lucky Strikes) , BBDO. 
In production: Proctor-Silex (Proctor-Si- 
lex), Weiss & Geller; Ford Motor (Ford), 
JWT; Welch (juice), Richard K. Manoff; 
Armour & Co. (Armour), Y&R; Miles Lab- 


oratories (Alka-Seltzer, Tabcin), Robert 
Otto; General Mills (Goodness Pack), 
D-F-S; American Pharmaceutical (Verv, 


S.P.D.), Weiss & Geller; Endicott (shoes), 
Hicks & Greist; American Bakeries (Tay- 
stee bread), Y&R; D. C. Transit (bus 
transportation), Warwick & Legler; Peter 
Pan (peanut butter), M-E; A.T.&T. (tele- 
phone), Ayer; Quaker Oats (cereal), Na- 
tional Export. 


SKELTON STUDIOS 


Completed: Miles Laboratories (Bactine, 
Alka Seltzer), Wade; Beechnut Lifesavers 
(gum), Y&R; General Motors (Chevrolet), 
C-E; Cities Service (gasoline), L&N; Miles 
Laboratories (One-A-Day), Wade; RCA 
(records), Grey; Sta-Nu Corp. (Stay-Nu 
starch), Wade; Pet Milk (milk), Gardner. 


VIDEOTAPE PRODS. OF 
NEW YORK, INC. 


Completed: Gerber (babyfoods), D’Arcy; 
Armstrong Cork (floor products), BBDO; 
GE (institutional), BBDO; National Bis- 
cuit Co. (various), M-E; Texaco, Ine. 
(Texaco products), C&W; Norwich (Un- 
guentine), B&B; Chemical Bank (banking 
services), B&B; El Producto Cigars (ci- 
gars), Compton; J. B. Williams (Geritol), 
Parkson; Reynolds Metals (aluminum), 


C, E. Frank. 
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TELEVISION AGE 


here are a lot of ifs, maybes and 

hmms—so far as spot is con- 
cerned—surrounding the announce- 
ment of ABC-TV that it will put Dis- 
covery, an educational children’s 
program, into its Monday-Friday 
5-5:30 p.m. slot this fall. At a time 
when network inroads on spot are 
creating more furor than ever, the 
new program already threatens to 
add to the uproar. 

“We're awaiting word on clear- 
ances,” said Henry Hart, tv-radio di- 
rector at Noyes & Co., Inc., Provi- 
dence, the agency handling Milton 
Bradley Co. “If the line-up is suitable, 
well be in the program at the end 
of October, and our fall spot cam- 
paign will run only in New York, 
Chicago and Los Angeles. If we don’t 
participate in the network program, 
we'll run four weeks of spot in 26 
markets.” 

Several other advertisers—A. C. 
Gilbert Co., for one, has signed—are 
also reported interested in the new 
ABC-TV program, generally at the 
expense of contemplated spot sched- 
ules. Other companies, however, are 
frankly skeptical of the network’s 
chances with the program. 

“They're going to have plenty of 
clearance problems,” said one execu- 
tive at an agency handling a leading 
toy firm. “Too many of the top mar- 
kets have stations with their own kid 
shows in that valuable five o’clock 
period, and, particularly in the few 
months before Christmas, those shows 
are packed solid with profitable spot 


advertisers. Maybe with delayed 


August 7, 1961 


a review of 
current activity 
in national 
spot tv 


broadcasts in some markets, they'll 
be able to clear enough stations, but 
I doubt it.” 

Another account man wished the 
venture success, noting that the in- 
dustry could use “something besides 
cartoons” for the youngsters, and 
that the format proposed should 
please Mr. Minow. “But,” he said, 
“I'd feel better if they had chosen a 
Saturday-morning half-hour, or one 
on Sunday such as NBC is using for 
its new juvenile show.” 

Spot business could profit from the 
fact that American Bandstand, usual- 
ly heavy with advertisers, will be 
chopped from 90 minutes to an hour 
to make way for Discovery. Thus, 
there might be gum, beverage, candy 
and similar advertisers to the teen- 
age set who will be looking for addi- 
tional exposure. 

In many of the major markets, 





Marty Foody, who joined Ted Bates 
this past spring, currently buys on 
the agency’s Waterman-Bic and Marx 
accounts, among others. 





REPORT 


however, ABC affiliates have been 
running only an hour of Bandstand 
and inserting a Highway Patrol, 
Susie or locally produced kid show 
in the last half-hour. A check of ARB 
reports for a dozen top markets for 
June also indicated several stations 
omitted the final 30 minutes of Band- 
stand in order to move up the net- 
work’s 5:30 p.m. comedy-adventure 
series by a half-hour, and then fol- 
low at 5:30 with local fare for the 
youngsters. 

The questions posed by Discovery 
are evident: Will enough stations ac- 
cept what the network claims will be 
a quality program? Will the stations 
forego possible spot revenue in the 
interests of the medium’s good? 
Will the Government’s minons be 
placated by the industry efforts? 

And that’s where the hmmm comes 
in. 


Among current and upcoming spot 
campaigns from advertisers and 
agencies across the country are the 
following: 


AMERICAN BAKERIES, INC. 
(Young & Rubicam, Inc., Chicago) 


In addition to its customary kid-show 
activity, TAYSTEE bread will run a fall 
campaign aimed at housewives in about 
20 scattered national markets where the 
company’s bakeries are located. Minutes 
and 20’s in non-prime nighttime slots will 
kick off early in September and continue 
for 13 weeks. Frequencies will be strongest 
late in the week to reach Saturday 
shoppers. Peggy McGrath is the buying 
contact. 

(Continued on page 54) 
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PAYING PUBLIC SERVICE 
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A WIBW-TV PLUS 
for Advertisers 


At WIBW-TV public service programming 
is more than a duty to the viewer ... it’s a 
bonus to the advertiser. The people who 
compose this rich Eastern Kansas Market 
take keen interest in community 








WIBW-TV introduces 
the viewer to 
Forbes Air Force Base 
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Prime time discussion of 
rorolanlaalelalinvas o)ge)e)(-1aals 
by civic leaders 


government and activities. They have to . . . in an agricultural 
market, it’s their bread and butter. These people depend on 
WIBW-TV to keep them informed. The result is more sales for the 
WIBW-TV advertiser. Another reason why WIBW-TV tops 
all competition in this weaithy Eastern Kansas Market. 


BE ©-~ 


TOPEKA, KANSAS 


WIBW-TV covers a Kansas 
(Tal (-lalaliolMi welgele(-M o)'Ma-lasleli-e 


CBS 
NBC 
ABC 





Channel 13 - CBS - NBC «- ABC 


SCT by 
e S- 


Division of Stauffer-Capper Publications 


PLUS The Best Shows 
All Day - . . Every Day 
As Late As 11:30 p.m. 
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The Buyer Talks About... 
SLUGGING IT OUT 


(This issue’s column is guest-written by a top agency 
buyer with plenty on his mind.) 


How many stations or reps are really interested in anything other 
than how much an advertiser spends on their stations? Not cnough. 
Sure, there are reputable stations and honest salesmen who will give you 
a straight story, but for every one there are three who will sell you the 
Brooklyn Bridge if you're not careful. 

Example 1: A schedule was set in a Monday-Friday program, with 
the spots to run nightly from 11:30 to 1 a.m. (You know the program, 
with that Paar fellow.) Three months later a billing problem necessitated 
a check of all invoices—and it was discovered that every spot had run 
during the last two minutes of the program, following the good-night’s 
and preceding the credits. The station’s explanation: “Scheduling error.” 
By way of correction, it agreed to run the commercials first for two 
months straight . . . shoving somebody else to the rear. How’s that for 
a rotation system? 





The solution to keep it from happening again to me—and you—is 


an easy one. Insist stations show exact times of broadcast on every 
invoice. Yes, it means more bookkeeping for the stations, but it also 
means they'll run schedules as ordered. 

Example 2: A sales manager informed the agency a schedule would 
be acceptable only if moved up three weeks, “as I’m completely sold out 
from the time you want to start.” Why changing the start date of a 
lengthy schedule would affect the station’s “sold-out” position couldn’t 
be determined. “Don’t worry about it,” was the sales manager's com- 
ment. “I'll take care of you.” 

The solution: Figure if somebody else is going to be squeezed out for 
you, you'll be squeezed for somebody else. Look for another station. 

Example 3: “Got a package deal for you,” said the sales manager. “If 
you want these spots here, you take these duds in the morning along 
with ’em. No, you can’t pick and choose—all or nothin’.” Upon realiz- 
ing he might lose the business completely, he relented somewhat, agreeing 
to sell only the choice spots—but claiming the client couldn’t be entitled 
to earned discounts! After being rejected, he thought it over and ac- 
cepted the schedule as planned. 

Tip: Monitor the schedule. Any station trying this type of “hold up” 
wouldn't be past falsifying its affidavits. 

The examples are uncountable in number. And, don’t get me wrong 
—there’s nothing wrong with television. It’s often not even the fault of 
the salesmen as such. Most of them haunt a few top agencies—JWT, 
Grey, D-F-S, Bates—and still can’t get on close working relationships 
with more than a few buyers. Who knows when the little guy at a little 
agency ever sees a salesman? It’s up to the rep firms to get larger sales 
forces... 

Until they do, though, and you can really get to know the people 
you're dealing with, the ttmebuyer has to be prepared to be as forceful 
as the salesman confronting him. He must remember that he is respon- 
sible for his client’s dollars. He can’t let anyone fast-talk or browbeat 
him into making decisions. He can let the salesmen wine and dine him 
as much as they want, if they want to, but he can’t let himself be in- 
fluenced. His job is a responsible one, and he must be a responsible 
person. 














The Quinella To Buy! 
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Sunland Park 


ist In West Texas 
2nd In New Mexico 


KROD-TV 


El Paso 


KOSA-TV 
Midland-Odessa 
K7-TV 


Amarillo 


The Buy delivers the largest 
media audience in West Texas... . 
Over a million West Texans in 51 
counties. These are the rich Texans 
you hear about (E.B.1. $7500): 


The [TV] Buy also delivers 250,000 
New Mexicans in 11 counties. 94% of 
these consumers are unduplicated by 
New Mexico’s Ist TV Market. 


* Average Effective Buying Income in 4 West Texas 
Counties. 


SOURCES: Survey of Buying Power, May 1961 
ARB Mar 1961, U. S. Census. 


Buy [TV] 
to sell West Texans .. 
Get 34% of New Mexico to boot 





3 QUALITY STATIONS / WATIONAL REPRESENTATIVE 
QUALITY MARKETS, THE BOLLING COMPARY, INC. 
Jack C. Vaughn, Chairman of the Board 


Cecil L. Trigg, President 
George C. Collie, Nat. Sales Mer. 
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DAIRY MONTH 


That's June. Here and every- 
where. Because we are farm- 
ers, the best anywhere with 
abundant feed, we have fine 
dairy herds. So we celebrate 
June Dairy Month. This year 
we are in a big promotion 
sponsored by a number of 
dairies, elevators, cheese fac- 
tories, and creameries. In the 
promotion we are giving away 
a $900.00 fiberglass boat, a 
set of the Encyclopedia Brit- 
tanica and $1,500 in other 
prizes. The lowa Dairy Pro- 
moter, publication of the lowa 
Dairy Industry Commission, 
says: “KQTV and KVFD 
(that’s our sister radio sta- 
tion), are planning one of the 
state’s most explosive JDM 
promotion projects. They will 
team up in a month long dairy 
sales effort, being supported 
strongly by the entire indus- 
try in the area.” We got top 
billing on this with a two col- 
umn picture of some of us in 
the boat (made right here in 
Fort Dodge) in the 1.D.P. for 
May 1961. We can do an ex- 
plosive job for you too, among 
our friends, the farmers in 
this richest farm area in the 
world. 


KQTV 


FORT DODGE, IOWA 


National Representative: 


John E. Pearson TV 


New York, Chicago, Atlanta, 
Los Angeles, San Francisco, 
Dallas 
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Spot 


AMERICAN CYANAMID CO. 
(Ben Sackheim, Inc., N. Y.) 


A one-week promotion on CLOUD 9 rugs, 
made by Collins and Aikman from 
American Cyanamid’s Creslan fibers, will 
get under way the second week in 
October in 20 major markets. Filmed 
minutes, with room for a 10-second local 
store cut-in, will run in frequencies of 
10 to 13 per week in New York, St. 
Louis, San Francisco, Portland, Los 
Angeles, Dallas, Minneapolis, Milwaukee, 
Chicago, Ft. Wayne, Detroit, Cleveland, 
Atlanta, Miami, Washington, D. C., 
Baltimore, Pittsburgh, Philadelphia, 
Buffalo and Boston. Dick Goldsmith is 
the timebuyer. 


MILTON BRADLEY CO. 
(Noyes & Co., Inc., Providence) 


At press time the famed game-maker 
was awaiting definite word on whether or 
not it would be a participating advertiser 
on ABC-TV’s new afternoon program 
for children, Discovery. If the network 
deal goes through, spots for SUMMIT 
(a new game), GAME OF LIFE and 
other box games will run only in New 
York, Chicago, and Los Angeles for a 
four-week pre-Christmas period. If the 
network show is not set, spot schedules 
will run in 23 other markets. The 
company uses minutes in family-audience 
periods, rather than concentrating solely 
on kid shows. Ty-radio director Henry 
Hart is the contact. 


CALO PET FOOD CO. 
(Foote, Cone & Belding, Inc., S. F.) 


The first of September should see new 

fall placements begin in a small group of 
markets for this company’s dog and cat 
foods. Filmed minutes, 20’s and ID’s 

run until the holidays start. Helen Stenson 
is the timebuyer. 


CHATTANOOGA MEDICINE 
co. 

(Noble-Dury & Associates, Inc., 
Nashville) 

For its BLACK DRAUGHT, SOLTICE 
and other remedies, this company 
reportedly has been looking into half-hour 
availabilities in some of its southern 
markets. Weekend placements for 26 weeks 
could start late next month. Media 
director Jane Dowden is the contact. 


CHEMICALS, INC. 

Div. B. T. Babbitt, Inc. 

(Garfield, Hoffman & Conner, Inc., 
S. F.) 


A heavy schedule of ID’s is being purchased 
for VANO household products to run 

three (possibly six) months in Pacific Coast 
and Hawaiian markets. About 20 spots 

per week are scheduled for Los Angeles, 
San Francisco, Seattle, Spokane, Portland, 
Eugene, Sacramento, San Diego, Fresno, 
Bakersfield and Honolulu. The tv activity is 
a change from exclusive radio placements 
during the past year. Account executive 
Alan Conner and media director Frances 
Lindh are the contacts. 


Dodge Div. 
CHRYSLER CORP. 
(BBDO, Detroit) 


With new-model introduction time drawing 


nigh, DODGE is reported readying a 

heavy spot drive in upwards of 100 markets 
to run two weeks from a start the middle 
of next month. Prime and non-prime ID’s 
will run. Media man Woody Crouse is the 
contact. 


COLGATE-PALMOLIVE Co. 
(Lennen & Newell, Inc., N. Y.) 


A brief fall drive is in the works for VEL, 
with a large group of national markets 
getting moderate frequencies of day and 
night minutes to run about four weeks from 
an early September start. Mike Moore 

and Jim Alexander are the timebuyers. 


CONTINENTAL OIL CO. 
(C. E. Frank, Inc., Chicago) 
Noted here June 26, CONOCO reportedly 


continues to look for five- and 10-minute 
news, weather and sports programs and 
adjacencies for a 52-week regional campaign 
to open in September. Ruth Babbick is the 
contact. 


CORN PRODUCTS CO. 

Best Foods Div. 

(D-F-S, New York) 

First reported here last Feb. 20 as setting 
minutes in four markets in Ohio and the 
northeast, KNORR soup mixes will employ 
spot along with network and print to 

back an introductory drive in the east and 
midwest. Nighttime minutes will go into 
markets as quickly as distribution is 
achieved, with regional network cut-ins 
employed later. Joe Campion is the 
timebuyer. 


CORN PRODUCTS CO. 

Best Foods Div. 

(Guild, Bascom & Bonfigli, Inc., 
ae 

Employing spot infrequently in special-case 
markets to back up its network activity, 
SKIPPY peanut butter reportedly enters 
a small group of areas at the middle of 
next month with minutes and 20’s to 
continue through the end of the year. 
Media director Frank Gianatassio is the 
contact. 


CORN PRODUCTS CO. 

Div. Best Foods 

(Lennen & Newell, Inc., N. Y.) 
Having placed an early summer campaign 
(Spot Report, April 17), NIAGARA 
starch comes in again at issue date with a 
similar six-week drive. Filmed minutes in 
day and non-prime night slots go in a 
good-sized group of markets across the 
country. Mary Jane Hoey is the timebuyer. 


DUFFY-MOTT, INC. 

(SSC&B, New York) 

At press time, this food processor was 
looking into availabilities in syndicated 
half-hour programs in about a dozen major 
areas. An Oct. 1 start was contemplated, 
with nighttime shows to be bought for 26 
weeks. Nick Imbornone is the timebuyer. 


ELDON INDUSTRIES 

(Kenyon & Eckhardt, Inc., L. A.) 
The recent move of this toy firm to a new 
agency evidently hasn’t affected its 
thoughts on which medium to use. Word is 
that three network kid shows will be used 
this fall, plus spot schedules of minutes 


(Continued on page 56) 
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ae | t's most important for a time- 
buyer to work closely with sta- 
tion representatives—reps can make 
or break a buyer! Timebuyers can 
benefit if the reps communicate to 
them their specialized knowledge.” 

Ruth Leach, assistant group media 
director at McCann-Erickson in 
Chicago, emphasizes this point in dis- 
cussing various aspects of her field. 
She believes that a good timebuyer 
must be highly selective in choosing 
suitable spots, and that the coopera- 
tion of reps plays a decisive role in 
the creation of successful campaigns. 

Miss Leach further underscored the 
importance of designing schedules to 
fit the particular needs of the client 
or product: “You can only select the 
best availabilities when you have a 
thorough knowledge of the markets 
that are participating in the cam- 
paign. All too often buyers under- 
estimate the individual qualities 


RUTH LEACH 





which characterize specific stations 
or markets, and these errors of judg- 
ment can hurt a campaign. 

“A good timebuyer will travel as 
much as possible, and come to know 
the community which a station serves 
and the public ‘image’ which a sta- 
tion or its personalities have. Keep- 
ing the special distribution problems 
of the client in mind, you can then 
choose adjacencies, stations, time 

























units and frequencies so that adver- 
tisers derive maximum benefit.” 

As timebuyer for Helene Curtis, 
Humble Oil, Coca-Cola, Heileman 
Brewing, Lewis-Howe (Tums) and 
Marshall Field, Miss Leach is actively 
engaged in spot scheduling. She says, 
“We generally urge our clients to 
budget 52-week schedules, but we 
also rely on spot advertising for its 
attractive and unique feature—flexi- 
bility; for example, the introduction 
of a new product illustrates the spe- 
cial value of spot—a week or two of 
a saturation campaign reaches a very 
wide audience. Then, for seasonal 
products, you can pull in or out of 
heavy activity with relative ease.” 

Miss Leach has been with McCann- 
Erickson for two-and-a-half years, 
previously having served at Young & 
Rubicam for 11 years. She lives in 
Chicago, where she enjoys her apart- 
ment on Lake Shore Drive, golf and 
the theatre when her busy schedule 
will permit. 











at W GY |. tn difference 


between being listened to 
and just being heard is the 


difference between selling 





and not selling. People listen 
to WGY for its personality 





programming.* From sign on 











to sign off....WGY sells. 














*Charles John Stevenson, one of radio’s 
truly “‘old school” philosophers, humorists 
and salesmen, captures the early morning 
audience. Bill Edwardsen, named “‘Radio 
Man of The Year” in 1960 by the area’s 
most outspoken critic, follows with good 
music, humor and useful information. 
At 9:30 a.m., Martha Brooks, 25 year 
WGY veteran, follows with 30 minutes 
of talk on everything from politics to 
pickles. Erudite Joe Roulier fills the 
balance of the morning followed by Don 
Tuttle’s award winning Farm Paper of 
the Air. The afternoon brings more of 
Joe and Bill followed by Herb Koster’s 
solid 15 minute sports report. Early 
evenings are in Leon Kelly’s capable 
hands with an unusual mixture of stories 
and music. Add to these the authority of 
weatherman, Howard Tupper; jazz ex- 
pert, Dave Kidd; concert host, Bob 
Stone; and news-in-depth reporter George 
Marriott, and it’s easily understandable 
why people in Northern New York and 
Western New England listen to WGY. 
This is personality programming. 92.21 


W GY 5x: 

90 KW 
A GENERAL ELECTRIC STATION 
ALBANY + SCHENECTADY - TROY 


Represented nationally by Henry |. Christal Company 
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PETER GUNN 


114 HALF HOURS 


Win. Bucky 


34 HALF HOURS 


Yancy Derringer 


34 HALF HOURS 


WIRE SERVICE 


39 ONE HOURS 





OFFICIAL FILMS, INC. 
724 Fifth Avenue, New York 19, N. Y. * PLaza 7-0100 


STORY 
BOARD 


WTRF-TV 





A TEXAS OIL MAN was visit- 
ing New York. His city friend 
showed him all the sights in- 
IF cluding the Empire State 
Building. His friend asked: 
“Isn't that a magnificent struc 
ture?" “It's nothin',"’ said the 
Texan, “I've got an outhous? 
bigger'n that!" The New Yorker looked him 
over and said, “You need it!" 
Wheeling wtrf-tv 


IN THIS DAY AND AGE. it takes nerves of 
steel just to be a neurotic! 

wtrf-tv Wheeling 
CONSUMER RESEARCH PANEL depicted in 
the WTReffigy ADworld Series and underlined 
“Brand X or Brand Exodus?"' has prompted 
other suggestions: “Who's Ahead Hunters", 
“The Comparison Shoppers’, ‘Knights of the 
Sound Label'' and “Counter Spies''. Send in 
your suggestions! 

Wheeling wirf-tv 
PERSONNEL MANAGER: “Tell me young 
man. what have you done?" 
JOB APPLICANT: “About what?" 

witrf-tv Wheeling 
TWO INMATES at the asylum were discussing 
their love affair. ‘Don't fight it, Sweetheart,” 
begged ihe boy. “This thing is buggier than 
both of us." 

Wheeling witrf-tv 
THE TROUBLE with ‘working like a horse’ all 
day is that you're too tried at night to do 
anything but hit the hay. 

wtrf-tv Wheeling 
ADVERTISING RESULTS are delivered when 
your messages are transmitted to the Wheel- 
ing-Steubenville TV audience by WTRF-TV 
from Wheeling. Ask Hollingberry! 


T. R. Effic! 


CHANNEL WHEELING, 


WEST VIRGINIA 
© 


SEVEN 
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Call for 
a screening 





Spot (Continued from page 54) 

in juvenile programming in 24 top markets. 
A September start is planned, with films on 
four toys running until just before 
Christmas. Media director John Shima is 
the contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 
Somewhat restoring the faith of those who 
viewed Instant MAXWELL HOUSE 
coffee’s recent withdrawal from spot as 
more of a summertime cutback than a sign 
of utter dissatisfaction with the state of 
tv—due to objections to the 40-second 
break—the coffee brand returns at mid- 
September to a large list of national 
markets. Filmed minutes, 20’s and ID’s 
are scheduled for contract-year runs. Grace 
Porterfield is the buying contact. 


GENERAL INSURANCE CO. 
OF AMERICA 

(Lennen & Newell, Inc., N. Y.) 
Currently using network baseball 
telecasts, this insurance firm plans a return 
late next month to a campaign similar 
to that it used last fall: sponsorship of 
a syndicated half-hour series of football 
highlights in a good-sized group of 
markets. The shows, slotted near sports- 
casts, run about 13 weeks. Lou Crossin 
is the time-buyer. 


THEO HAMM BREWING CO. 
(Campbell-Mithun, Inc., Minneapolis) 
Early this month the brewery opens 10 

new tv markets in North and South 
Carolina, employing spots in prime and 
late-evening periods. Mike Corken is the 
buying contact. 


HAZEL BISHOP, INC. 
(North Adv., Inc., N. Y.) 


This account, which changed agencies 
several times in the past few years, has 
done little, tv-wise, for some time. A new 
product. CREME ’'N POWDER, was 
tested this past spring via spot in a few 
selected markets. Results reportedly were 
good enough to spark thoughts of a major 
multi-market campaign this fall. Spot is 
getting the nod over network in early plans 
as it’s felt the firm’s long advertising 
absence necessitates a gradual market-by- 
market build up. Media buyer Barbara 
Swedeen is the contact. 


HEKMAN BISCUIT CO., 

Grand Rapids Div. 

(George H. Hartman Co., Chicago) 
For its line of crackers, this baker plans 

to kick off a fall drive in 11 markets 
throughout Michigan, Ohio and 
Pennsylvania at the second week in 
September. Daytime ID’s will run four 
weeks to reach the housewife. Audrey 
Thorelius is the buying contact. 


ICE CAPADES OF °62 

(direct; local agencies) 

At month-end, the all-new 22nd edition 
of John H. Harris’ ice extravaganza 
opens in New York at Madison Square 
Garden, then begins a 60-city tour the 
middle of September. As in the past few 
years, spot tv will be relied on heavily in 
all markets, with schedules of minutes, 
20’s and ID's aimed at the entire family 
getting under way in most areas a 
month before the show opens and 
continuing through the run. Two 
companies of Ice Capades are on the 
road simultaneously. Spot schedules 





New Stations 


K¢IN-tv Grand Island, Neb., chan- 
nel 11, has a Sept. 15 target for its 
start as a satellite of KOLN-tv Lin- 
coln, a CBS-TV affiliate. It will have 
a 1,000-foot Ideco tower with an 
RCA traveling-wave antenna. KCIN- 
TV will be sold as a bonus to KOLN- 
tv, which has a $550 base hour. 
Avery-Knodel rep. 

KPop-Tv Poplar Bluff, Mo., chan- 
nel 15, has a mid-August starting 
date as a satellite of wsm-tv Harris- 
burg, Ill., an ABC-TV affiliate. The 
station has a 4-bay GE helical an- 
tenna installed on a 500-foot utility 
tower. It will be sold in conjunction 
with wsit-Tv, which has a $350 hour- 
ly rate. Meeker rep. 


Station Changes 


wyac-tv Johnstown, Pa., has be- 
come an affiliate of ABC-TV, effec- 
tive July 1, while remaining a pri- 
mary affiliate of NBC-TV. 

wesp-Tv Paducah, Ky., began tele- 
casting with maximum power from 
its new 1,638-foot tower. 





Buyers’ Check List 


Rate Decrease 
ABC: 
CKMI-Tv Quebec City, Que. (non- 
affiliate) , from $235 to $190, effective 
July 1. 


Rate Increases 
ABC: 

KcMT Alexandria, Minn. (second- 
ary affiliate), from $150 to $225, 
effective Aug. 1. 

KRcG-TV Jefferson City, Mo., from 
$325 to $375, effective July 15. 

wMaz-Tv Macon, Ga., from $400 
to $450, effective Aug. 1. 

wNsBF-Tv Binghamton, N.Y., from 
$900 to $1,050, effective July 15. 
CBS: 

KOTA-TV Rapid City, S.D., from 
$175 to $225, effective July 15. 

KRCG-TV Jefferson City, Mo., from 
$325 to $375, effective July 15. 


wctv Tallahassee - Thomasville, 
Fla.-Ga., from $375 to $425, effective 
July 15. 


WNBF-TV Binghamton, N.Y., from 
$850 to $1,050, effective July 15. 

wrReEx-TV Rockford, Ill., from $550 
to $600, effective July 1. 




















ROBERT MAHLMAN, previously an 
assistant at Ted Bates, New York, 
was recently promoted to full buyer. 
He works on American Chicle and 
Waterman-Bic accounts, among 
others. 


MARGE FLOTRON, who moved a year 
ago from Leo Burnett, Chicago, to 
Earle Ludgin & Co., that city, re- 
signed her post as timebuyer and 
media coordinator. Her successor at 
Ludgin had not been announced at 
press time. 


STEVE RULE, recently returned from 
military service, joined Gardner Ad- 
vertising, St. Louis, as a media as- 
sistant. He replaced MARTIN BERGER, 
who left the agency, and buys on 
Pet milk, Union Electric and others. 


DONALD WILLENBURG, also at Gard- 
ner, was raised from media assistant 
to assistant supervisor in the media 
department. His group of accounts 
includes Southwestern Bell and 
Monsanto Chemical. 


ALAN YOBLON, previously a media 
buyer at Benton & Bowles, joined 
Doyle Dane Bernbach as a space 
buyer. 


PETE HOLLAND has joined SSC&B 
as a timebuyer on Carter Products 
and Noxzema. He previously was 
senior buyer on Colgate at Lennen 
& Newell. 

At L&N, MIKE MOORE was raised 





Personals 


to fill the Colgate vacancy and yim 
ALEXANDER, who was buyer on Corn 
Products, moved over to Colgate. 
MARY JANE HOEY was promoted from 
assistant to full buyer on Corn 
Products. 

PAT SHANNON has been promoted 
from assistant to full media buyer 
on Instant Yuban coffee at Benton 
& Bowles. Also at B&B sTEVE SILVER 


SILVER SHANNON 


was raised from assistant to full 
media buyer on ground Yuban coffee. 

JOE DEVLIN, formerly with Dancer- 
Fitzgerald-Sample as a_ timebuyer, 
joined the radio division of Edward 
Petry & Co. 

ROBERT FENIMORE, previously as- 
sistant timebuyer on Best Foods at 
Dancer-Fitzgerald-Sample, has left 
the agency to go into selling. Also 
at D-F-S pAvE HANSON, formerly in 
the account group, is now handling 
buying duties on Western Tablet & 
Stationery Corp. and new General 
Mills products. 


LS sh 
What they see on 





are placed either through local 
agencies in each city played, or directly 


through the company’s field representatives. 


Bill McDonald, currently in the Ice 
Capades’ Madison Square Garden offices, 
supervises tv-radio activities. 


LANVIN PARFUMS, INC. 
(North Adv., Inc., N. Y.) 


Although budgets, markets and definite 
plans are yet to be decided on, ARPEGE 
and MY SIN perfumes will be back in spot 
strongly again during the pre-Christmas 
weeks. Media buyer Barbara Swedeen is 

the contact. 


MATTEL, INC. 
(Carson Roberts Inc., L. A.) 


Not content to rely only on its network 
activity, the toymaker is scheduling a spot 
campaign in half-a-hundred key markets 
for the pre-Christmas season. Filmed 
minutes in kid shows will get under way 
in mid-September and continue for 13 
weeks. Barbara Freeman is the buying 
contact. 


MILES LABORATORIES, INC. 
(Wade Adv., Inc., Chicago) 


Lining up a fall campaign that reportedly 


will be bigger than last year’s extensive 
drive, ALKA-SELTZER starts schedules 
in mid-September in at least 90—and 
probably as many as 140—markets. Both 
top and secondary areas are used, with 
filmed minutes slotted for 52 weeks in 
6-12 p.m. periods. Media associate Andy 
Anderson and timebuyer Robert Jolly are 
the contacts. 


NESTLE CO. 

(Wm. Esty Co., Inc., N. Y.) 

With one or another drink product 
continually active here, NESCAFE is 
preparing a fall campaign greatly 
increased over its limited-market schedules 
of last September. Combinations of prime 
ID’s and 20’s, along with evening and 
late-night minutes will start in mid- 
September in about two dozen markets. 
The drive will run until year-end. Phil 
McGibbon is the timebuyer. 


JOHN OSTER MFG. CO. 
(Brady Co., Appleton, Wisc.) 
This maker of OSTERIZER blenders and 


other electric kitchen appliances will use 
spot during the pre-Christmas season to 
promote a booklet on “Holiday Ideas.” The 
booklets are available free to viewers who 
write tv stations for coupons. Media 
director Roy Stewart is the contact. 





















Statistics may be a pretty dry sub- 
ject, but they do show that more 
people watch WJAC-TV in the 
Johnstown-Altoona market than 
any other station. (The statistics 
are those of both Nielsen and ARB.) 
It’s more important, however, to 
know that WJAC-TV turns those 
statistics into sales for dozens of 
happy advertisers. 

Whatever you have to sell, you'll 
sell it faster, and in greater quan- 
tities, to the purchasing people who 
watch WJAC-TV! 


For Complete Details, Contact: 
HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 





JOHNSTOWN - CHANNEL 6 
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ONE 
SHOT 
TAKES 
ALL 
THREE 


LANSING 
JACKSON 
BATTLE CREEK ... 
wy. 
A solid play in Michigan's Golden Triangle 
stakes you to a lively market—Lansing, 
Jackson and Battle Creek! WILX-TV cracks 
all three with a city-grade signal and scores 
big in a lush outstate area. 
Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 
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| Remarkable 
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GET THE FACTS 
FROM OUR * 
PERSPIRING REPS 
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H-R_ TELEVISION, INC. 
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J. M. BAISCH 





58 August 7, 1961, Television Age 





PARKER BROTHERS 


(Badger & Browning & Parcher, 
Inc., Boston) 
From the maker of MONOPOLY comes 


an 18-market fall pre-Christmas campaign 
that will be “extremely heavy” in New 
York, where four—perhaps five—stations 
will be used, and “very heavy” in Boston, 
Chicago, Philadelphia and Los Angeles. 
Other games to be promoted include 
“Number, Please” and “Say When” from 
the tv shows of the same title, along 
with the Civil War game, “1863,” and 
new toy items from the company’s 
recently formed Pastime Division. Minutes 
in kid shows naturally are the primary 
medium. Account executive Franklin S. 
Browning is the contact. 


PET MILK CO. 
(Gardner Adv. Co., Inc., St. Louis) 


Going into fall with a network schedule 
greatly reduced from previous years, this 
dairy firm is reported setting sponsorship 
of a new Grand Ole Opry half-hour series 
in about a dozen markets. The property 
will run primarily in midwestern and 
southern areas. 52-week deals are expected 
on the program, which is being videotaped 
under the supervision of Jim Faszholz, 
Gardner producer. Assistant media 
supervisor Mary Howard is the contact. 


PRINCE MATCHABELLI, INC 
Div. Chesebrough-Pond’s Inc. 
(JWT, New York) 

While exact plans were not yet definite, 
this perfume maker will return to spot 
again this year, prefacing the holiday gift- 
giving season with schedules in selected 
markets. Martha Thoman is the timebuyer. 


QUAKER OATS CO. 

(Compton Adv., Inc., Chicago) 
Assuming that the cereal maker straightens 
out its trouble with the Food & Drug 
Administration (which recently charged 
there’s too much air in the PUFFED 
WHEAT and PUFFED RICE packages), 
a fall spot campaign will kick off in mid- 
September in a good number of scattered 
national markets. Filmed minutes aimed at 
adults as well as children will run for 13 
weeks. Edith Hansen is the timebuyer. 


RALSTON PURINA CO. 
(Gardner Adv. Co., Inc., St. Louis) 


A new year-long drive on PURINA DOG 
CHOW gets under way in September and 
October in a great many major and 
secondary markets across the country. 
Filmed minutes and 20’s in day and night 
slots will run. Bill McKinstry is the 
timebuyer. 


SAWYERS, INC. 
(Richard G. Montgomery & Asso- 
ciates, Inc., Portland, Ore.) 


As noted here June 12, the maker of 
VIEW-MASTER planned a pre-Christmas 
spot drive. Further details include six 
weeks of minutes in more than 40 markets, 
with 40 seconds of animation followed by 
a 20-second live tag by local kid-show 
personalities. All-film minutes will also be 
used. Network placements begin in 
September on NBC-TV programs, with the 
spots starting later.. The fall tv promotion 
is budgeted at $120,000. Tv-radio director 
John Salisbury is the contact. 





Splashin’s the fashion in St. Louis 
once a year when Venard, Rintoul & 
McConnell throws a pool ‘n’ picnic 
party for area agency personnel, 
VR&M host Howard B. “Howdee” 
Meyers (with helmet) watches with 
Ron Levy, Bob Reimenschneider and 
Pat Schinzing, all of Gardner Adver- 
tising headquarters, as Harry Honig 
of Batz, Hodgson & Neuwohner car- 
ries Gardner’s Larry Zeman in a bit 
of horseplay. 





SOUTHWESTERN 
TELEPHONE CO. 
(Gardner Adv. Co., Inc. St. Louis) 


As it’s done regularly for the past few 
years, this company will get its new 
YELLOW PAGES campaign under way 
in September for 39-week runs. More than 
20 markets in a five-six state area are 
used, with prime and non-prime 20’s only 
slotted in day and night periods. Unlike 
many of its brother telephone firms, 


BELL 


(Continued on page 62) 


When you buy 


KCTV, SAN ANGELO 


@) son Angelo 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 


© FH xc, san anctio A 
J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 




















Rep 


William Beindorf, J. Robert Cole, 
Kenneth M. Johnson and Briggs S. 
Palmer joined the New York sales 
force of CBS Television Stations 
National Sales. Mr. Beindorf pre- 
viously was with WCBS-TV New 
York; Mr. Cole was sales service 
manager, national sales representa- 
tive and account executive for 
KNXT Los Angeles; Mr. Johnson 
most recently was executive vice 
president of McGavren Tv, Inc., and 
Mr. Palmer was an account execu- 
tive for Harrington, Righter & Par- 
sons, Inc. 

Charles J. Windhorst, John Bren- 
nan and Desmond O'Neill acquired 
new posts with the Katz Agency. 
Mr. Windhorst, formerly with Comp- 
ton Adv. as an account executive, 
and Mr. O'Neill, previously a group 





O'NEILI WINDHORST 
media director at Kenyon & Eck- 
hardt, became members of the rep- 
resentative’s New York tv sales staff. 
Mr. Brennan was promoted to 
manager of the Katz Minneapolis 
office, succeeding David Abbey, who 
moved to tv sales in the New York 
headquarters. 

Ruth Supiro was named opera- 
tions head of tv research for Blair 





MISS SUPIRO 


Television Associates, Having joined 
Blair in 1958 as research assistant, 
Miss Supiro was previously in media 
research at N. W. Ayer. 

Theodore F. Shaker, Richard 
Beesemyer and William J. Hendricks 
were appointed, respectively, presi- 
dent, sales manager of the Los 


Report 


Angeles office and sales manager 
of the Detroit office for the newly 
formed ABC-TV National Station 
Sales, Inc. Mr. Shaker was pre- 
viously named vice president and 
general manager at the company’s 
formation (see Rep Report, July 
10). That title now goes to Ed 
Jameson, previously general sales 
manager. 

Mr. Beesemyer, most recently 
sales manager of KNxtT Los Angeles, 
has also served KHJ-Tv, that city, - 
and CBS-TV Spot Sales in Chicago 
and New York. Mr. Hendricks 
joined wxyz-AM-tv Detroit in 1945 





: 
Md i 

HENDRICKS 
as director of advertising and sales 
promotion, becoming an account ex- 
ecutive in the sales department a 
few years later. 

Wilbur M. Fromm was named 
director, new business and promo- 
tion, and Alfred Ordover was ap- 
pointed research manager for NBC 
Spot Sales. Mr. Fromm was ad- 
vertising/ promotion manager for the 
firm; Mr. Ordover was a tv sales 
development specialist. 

Gene Sumner, formerly tv sales 
manager for Crosley Broadcasting 
Corp., announced formation of Sum- 
ner-Byles, Inc., to represent, among 
others, crTo-tv Toronto. 

Bernard P. Pearse, manager of the 
Weed Detroit office for 14 years, or- 
ganized his own representative firm, 
Pearse Sales, to handle stations 
located in markets not in conflict 
with the basic Weed list, which he 
will continue to represent. 

Harrison E. Mulford, Jr. was 
named eastern sales manager for 
ABC-TV National Station Sales, and 
John A. McElfresh was appointed 
sales manager for the representative's 
Chicago Office. Mr. Mulford has 
been with NBC in both its spot and 


network sales operations; Mr, Mce- ¥- 


Elfresh was with the CBS Spot Sale: 
Chicago office until moving to New 
York headquarters early this year, 
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ETRATION 
PLAN 


Nighttime minutes, 20’s and 
ID’s available on KTVU’s exclu- 
sive Prime Time Penetration 
Plan, 


Combine these ‘‘AA”’ spots with 
your “A”, “B” and “C” an- 
nouncements for maximum 
penetration discounts. Addi- 
tional discounts on 13, 26 and 
52-week schedules. 


Call KTVU or or H-R Television 
Inc. for high-rated availabilities. 












CHANNEL 


SAN FRANCISCO - OAKLAND 


One Jack London Sq. « Oakland 7, Calif. 
Represented by H-R Television Inc, 


August 7, 1961, Television Age 59 
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AMARILLO 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
The Third Man (NTA) Krpa-tv Sat. 9:30 
Manhunt (Screen Gems) KGNC-TV Thu. 9:30 


- M Squad (MCA) Krpa-Tv Mon. 9:30 ...... 


Mr. Ed (Filmways-MCA) KFDA-TV 


Ph Mi Maeeaneeectsbectavandcobeteesée 


Case of the Dangerous Robin* (Ziv UA) 
Weme-ee Wien. © .ccccceses eeencecceses 
. Two Faces West (Screen Gems) Kv 


We. DIED ccnivceceses eeesesseccece 


San Francisco Beat (CBS) 
KFDA-TV Sat. 10:30 . eecee 
Death Valley Days (U. S. Borax) KFDA-TV 


wm, BEES ccccsecces eecece cosecccece 


Blue Angels (NBC) KGNc-TV Wed. 9:30 
State Trooper (MCA) Krpa-tv Tue. 10:30 


Sea Hunt (Ziv-UA) Kyi Fri. 10 ........ 


The Brothers Brannagan (CPS) KGNC-TV 


Bam. OBO ccccccsccccccccccs Terrrr re 


Trackdown (CBS) Krpa-Tv Fri. 10:30 
Amos ‘n’ Andy (CBS) krpa-tv Sat. 5:30 
Rough Riders* (Ziv-UA) Krpa-tTv Sun. 3:30 
Sheriff of Cochise (NTA) Krpa-Tv Sun. 4:30 


TOP FEATURE FILMS 
Fifteen-cent Flicker KFDA-TV 
Sat 11-12:30 am e 
Family Playhouse Krpa-tv § 
Tarzan Theatre Kvir Sat 
Matinee* KrDa-Tv Sun 
Adventure Theatre KvII 
Fri. 10:30-12:30 a.m. ......... 

TOP NETWORK SHOWS 
Andy Griffith KFDA-TV .. sseteeeecees 
Gunsmoke KFDA-TV ...... 

. Wagon Train KGNo-TV 

Candid Camera KFDA-TV 

Have Gun, Will Travel KFrpaA-Tv 
Red Skelton KFDA-TV ..... 


Bonanza KGNC-Tv .... eoee eccceccees 
Jack Benny KFDA-TV .. svecuseweannel 


Danny Thomas KFDA-TV 
Rawhide RUBA-TV ...ccccccccccccses 


GREENVILLE- ASHEV ILLE- 
SPARTANBURG 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 


Sea Hunt (Ziv-UA) wrsc-tvy Mon. 7 ° 
Manhunt (Screen Gems) wrec-Tv Thu. 7 
The Third Man (NTA) wresec-tv Wed. 7 
Jeff’s Collie (ITC) wrro-trvy Mon. 6 
The Brothers Brannagan (CBS) 

wrse-tvy Tue. 7 e« 
Quick Draw McGraw (Screen Gems) 

wrec-tv Wed. 6 oie eras en 
Huckleberry Hound (Screen Gems) 
Cn (O waccetsan eens 

Two Faces West (Screen Gems) 

wrno-tv Fri. 7 ...... ae ee se 
Yogi Bear* (Screen Gems) wrso-ty Tue. 6 
Mike Hammer (MCA) wrsc-tv Thu. 10:30 
Rough Riders* (Ziy-UA) wrro-Tv 

Mon. 10:30 ..... ° = 
Case of the Dangerous Robin ‘(Ziv C A) 
wspPa-Tv Sat. 10:30 ....... eeecces 
RCMP* (NBC) wrec-tv Sat. 7 

Roy Rogers* (Roy Rogers Synd.) 
wrsc-tv Sun. 6 . oe ° 
Whirlybirds (CBS) wtos-tTv Thu. 7:3 


TOP FEATURE FILMS 








Early Show wios-Tv Tue. 6:15-7:15 ....... 





Early Show wios-tvy Wed 
Early Show wios-tv Thu. 6 
Early Show wLos-Tv Fri. 6:15-7: 
Battleground wtos-tTy Sun. 4:30-6 


TOP NETWORK SHOWS 

The Price Is Right wrec-Tv . 
. Wagon Train wrsc-tv re 

Tales of Wells Fargo wrsc-tv 
Gunsmoke WSPA-TV 

Perry Como WFBC-TV ....... 
Bachelor Father wFrBc-TVv 

Ernie Ford wrrc-1Tv 

Laramie WFBC-TV 

Alfred Hitchcock wrBc-Tv 





15 





Thriller WFBc-TV ....... sceasewavenenenen 5 


“Indicates programming changes during four-week 
period 
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ARB City-by-City Ratings, June 1961 


BIRMINGHAM 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Shotgun Slade* (MCA) wero-tTv Thu. 9 


2. Two Faces West. (Screen Gems) 
were-tvy Thu. 7 weeccccccccccccecceese 
Tightrope (Screen Gems) wero-Tv Fri. 8 ...33 


San Francisco Beat* (CBS) wBRO-TV 


WE. WEED Wi edn eccuatce wendcsadeddiconrec 
Lock Up (Ziv-UA) wero-tv Sat. 9:30 ..... 2 


Sheriff of Cochise (NTA) weRc-TV 


ee. QED accu ecuvesseee TeTTrTeTT Ty 
Whirlybirds (CBS) wprc-tTv Thu. O:88 .cses 


Quick Draw McGraw (Screen Gems) 


WAPI-TV Mon. 6:30 ... eccccccesececesen 


The Brothers Brannagan (CBS) werc-TV 


BR, FeSO cccccccsedecccteccssocccsccees 2 


Yogi Bear (Sereen Gems) WAPI-1V 
Th, DSO candcdcesedces os ee ee 
Trackdown (CBS) werc-tv Thu. 8:30 

The Honeymooners (CBS) were-tv Tue. 7 


. The Third Man (NTA) werc-tTv Wed. 7:30 


Rescue 8 (Screen Gems) werc-Tv Mon. 6 
Huckleberry Hound (Screen Gems) 


WAPE-TU The. 6230 2. ccccccccccecccaseses 


TOP FEATURE FILMS 
Cameo Theatre* wserRc-Tvy Sun. es 
Sunday Showtime waPi-tTv Sun. 


:: 
Adventure Time* wapi-Tv Sat. 2-4:30 ...... 


Film* were-tv Sat. 2:45-3:45 ....... 


. Thirteen Theatre wapi-Tv Sun. 2:30-4 


TOP NETWORK SHOWS 


Thriller WAPIRTV 2... ccc ccccccccccceccecs 
. Gunsmoke WBRC-TV ........- 3 
Ernie Ford WAPI-TV ........-- SH OSS SOCRNE 


Have Gun, Will Travel wero-Tv 


Wagon Train WAPI-TV .......- swan seeeee 


Andy Griffith wrerc-Tv 


. The Rifleman WAPI-TV .. access cdesevns 3 


Cheyenne WAPI-TV ..... 


The Price Is Right waPi-TV ........+-+.++4 


Perry Como WAPI-TV 

Zane Grey Theatre WBRC-TV 
Bonanza WAPI-TV ........-.-- 
Candid Camera WBRO-TV .......-- 


. What’s My Line wero-Tv ..... 


HOUSTON 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


2 





Death Valley Days (U. 8S. Borax) 
KHOowu-TV Tue. 9:30 .........-- e° 
Manhunt (Sereen Gems) KTRK-TV Tue 9:30 
Main Event (PTI) Kpre-tv Thu. 9:30 
Whirlybirds (CBS) Knov-tv M-F 6 


. The Third Man* (NTA) kKpro-tv Tue. 9 


Sea Hunt* (Zivy-UA) Kpro-Ttv Fri. 10 
The Third Man* (NTA) KPRC-TV Mon. 9:30 
Blue Angels (NBC) KPRO-TV Sat. 6 

Case of the Dangerous Robin* (Ziv-UA) 


mpmo-Tv Sat. 8:30 .....ccccccccccccscces 


Sea Hunt* (Ziv-UA) Kpre-tv Fri. 6:30 
Divorce Court (KTTV) Kpro-Ty Sat. 5 .. 
Johnny Midnight (MCA) KHOU-TV Sat. 6 
Popeye (King, UAA) KTRK-TV 

Sat. 9:30 a.m. . eoceses 

Two Faces West (Screen Gems) 
KHOU-TV Tue. 6:30 ........- 

Sheweaes” (Screen Gems) KPRC-TV 


Sum. 2:30 w.ccccccccccccecssessssssess 


TOP FEATURE ¥I LMS 


. Academy Award Theatre KHOU-TV 
Gat. BO-EBsBO Gm. 2c cccsccccccceseccccs 


Early Show KHovu-TV Sat. 4-6 .......... 
Showtime* KPprRC-TV Sun. 1-2:30 
Theatre 13 KTRK-TV Sun. 10:15-11:45 
Big Adyenture* KuHoU-TV Sun. 11-2:30 
Weird KTRK-TV Fri. 11-12:30 a.m ee 
Late Show KHOov-Tv Fri. 10:15-12:30 a.m 
Late Show KHOU-TV Mon. 10:15-12 mid 


TOP NETWORK SHOW Ss 


The Real McCoys KTRK-TV ......+++++++.36 
My Three Sons KTRK-TV .... acceensee 
Andy Griffith KHOU-TV Reed Rae dceweoee 


Adventures in Paradise KTRK-TV asscounes 3 


Wagon Train KPROC-TV ..........--+- 


See Gee SD nc wovesvavenestcaces 2 


The Untouchables KTRK-TV .......... 
77 Sunset Strip KTRK-TV 
Candid Camera KHOU-TV 
Surfside 6 KTRK-TV 
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CADILLAC-TRAVERSE CITY 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 














Cannonball (ITC) wrpn-tv Wed. 7 ........ 32 
Two Faces — (Sereen Gems) 
wwrtv Fri ae stnsssebeutecehechcuneul 30 
Rescue 8* (Screen Gems) WPBN-TvV Sat. 9:30 .29 
Lock Up* (Ziv-UA) wwtv Mon. 10:30 ......26 
The Brothers Brannagan (CBS) 
ee WK OD widnecdntcsanvies eas +235 
Two Faces West* (Screen Gems) wwtv 
SLM caGactees cseneueeds éceceeenee 24 
Yogi Bear (Screen Gems) wwrv Wed. 6 ....23 
Hot Off the Wire (NBC) wwrtv Fri. 7 ...... 22 
Tombstone Territory (Ziy-UA) wwrtv 
DEJ 260006 canes eense 22 
Huckleberry Hound (Screen Gems) 
See wee. © vec ncccus ‘ --21 
Lock Up* (Ziv-UA) wwtv Mon. 7 ....... 19 
Four Just Men* (ITC) wwrv 
Tue., Thu. 8:30 ‘eee ° cove e dS 
Quick Draw McGraw (Screen Gems) 
wwrv Tue. 6 pawtee eveervcecse 17 
Code 3* (ABC) wwtv Thu. & jee ocue 
Rescue 8* (Sereen Gems) wPBN-TY 
ee SMD <behbunccedhden anaes buee se <cas 16 
TOP FEATURE FILMS 
Movie wwtv Sat. 11-12:30 a.m... o++12 
Movie wwtv Fri. 11:15-12:45 a.m -+-10 
Movie wwtv Thu. 11:15-12:30 am. ...... 8 
Movie wwtv Mon. 11:15-12:30 a.m ee 
Movie wwtv Tue. 11:15-12:30 am. ...... 6 
Movie wwtv Wed. 11:15-12:30 am. . soc © 
Big Picture* wpsNn-tv Sun. 4-5 se 
TOP NETW ORK SHOWS 
Greveho Marx WPBN-TV ........00-secces 44 
Ernie Ford wPBN-TV .... ~ ° 43 
. Bonanza WPBN-TV ....... sce 
Wagon Train wreN-Tv .. Terry yh 
The Price Is Right wrpN-tv ... ~— 
Andy Griffth* wwrv .. ° ; oe .40 
Route 66 wwTv 7 -+-.38 
Tall Man wPEN-Tv oeewe . .37 
Deputy wWPBN-TV ° ee 
Danny Thomas* wwrTv toeeene ee 


Hennesey wwrv se 
a ee eee 
JACKSONVILLE 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 








. Assignment Underwater (NTA) 


wrea-tv The. 8 ....-- 28 


. Death Valley Days (U. S. Borax) 


wsxt Fri. 7 : - 
Bugs Bunny (UAA) wsxT Mon. 7 
The Brothers Brannagan (CBS) 
wsxT Tue. 7 . 
Manhunt (Screen Gems) wsxt Tue. 7:30 
Miami Undercover (Ziv-UA) WFGA-TV 
Wed. 7 ... cbewes oese ° 21 
Jim Backus Show (NBC) wsxtT Thu. 7:30 ..19 
David Niven Theatre* (Official) 

WFGA-TV Sat. 9 a ‘ s000ceen 18 
The Third Man (NTA) wsxtT Sat. 10:30 18 
Two Faces West (Screen Gems) wsxtT Thu. 7 .18 





The Californians (NBC) wsxtT Mon. 7:30 ..16 
Highway Patrol (Ziv-UA) wrGa-tTyv Sat. 6 ..16 
David Niven Theatre* (Official) wrGa-Tv 
We. Se en ccdcaseen ° 15 
Case of the Dangerous Robin* (Ziv-UA) 
wsxt Wed. 8 . ‘ ‘ -12 
Amos ’n’ Andy* (CBS) wixt Sat. 12:30 11 
Badge 714 (NBC) wsxtT Sat. 6 11 
Bold Journey* (Banner) WFGA-TV 
Sun. 10:30 am. . owes ° -1l 
Tombstone Territory* (Ziy-UA) WFGA-TV 
Sun. 11 a.m ° ecceshe 
TOP FE ATURE FILMS 
Big Show* wroa-tTv Sun. 2:30-4 ... me 
Theatre* wrGa-Tv Sun. 1-2:30 .. ane 
Feature* wrGa-Ty Sun. 11:30-1:45 a.m. ..13 
Million Dollar Movie* wsxt Sun. 1-4:45 ...12 
Early Show* wsxr 12:30-1:30 Ke eke'ee ow 11 
TOP NETWORK SHOWS 
MG GUE WERT 2. ccciccccce os 16 
- Route 66 wsxT ...... weseeee , 41 
Checkmate WJXT .... ues ° er. 
Have Gun, Will Travel wsx1 coeueeneees 41 
Gunsmoke wsxT . ve ° oe ..40 
. Perry Como wrGa-Tv ch ceenek~eeenad .40 
Andy Griffith wsxT .... o* se . ..39 
Sn ED «i. .ddccansashesekoss 39 
Danny Thomas wWJXT ......... asasenes 38 




















-18 


46 
-oue 
..41 
..41 

-40 

.40 

.39 


-38 
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. Big Show wiac-tv Sat. 4-5:15 
- Million Dollar Movie* wLac-Tv 


. Wagon Train wsM-tTv 


KANSAS CITY 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 




















Death Valley Days (U. S. Borax) KMBO-TV 
Thu. 9:30 23 
The Third Man (NTA) Komo-tTv Sat. 9:30 ..17 
Sea Hunt (Ziv-UA) wpar-tv Sat. 6 ........ 16 
Case of the Dangerous Robin (Ziv-UA) 
weae-te Tim. O2B0 cccccccsvecccvccccse 15 
Huckleberry Hound (Screen Gems) 
MOT FT, Ba cance ape cnnneetddcusese 14 
Jim Backus Show (NBC) kmpo-tv Thu. 8 ..13 
Blue Angels (NBC) kcmo-tv Sun. 10 ....13 
American Civil War* (Trans-Lux) 
WUT TOO, Sno che sintecccuceesucccs 11 
Jeff's Collie (ITC) wpar-tv Sat. 5:30 ....10 
Man From Cochise (NTA) KMBC-TV 
Te, WE. Be TR. B on ceccedceccscdisccsévan x 
Lock Up (Ziv-UA) wpar-tTv Wed. 9: BO scee 8 
Mantovani (NTA) wpDaF-Tv Mon. 8 ........ 8 
The Brothers Brannsgan* (CBS) 
KCMO-TV Thu. 8:30 ........0.+00: coone © 
Mr. Magoo (Ty Personalities) wpar-TV 
Sat. 12 B.mM. wcccccccccccccees 6 
Life of Riley (NBC) KcMOo-Tv 
Sat. 11°30 Om. 2... cccccccscccessesesees 6 
Life of Riley (NBC) KoMO-TV " Sun. 3:30 .. 6 
TOP FEATURE FILMS 
Movie Spectacular WDAF-TV 
Sat. 10:15-12 mid 
Cinema* wpaF-Tv Sun. 
Movie* wpar-tv Sat. 
Front Row* wpar-Tv Sat. 1-2:30 ...... - 
Studio 5 Komo-Tv Fri. 10:15-12:15 am. ...10 
TOP NETWORK SHOWS 
. Andy Griffith KoMO-TV 
. What’s My Line KcmMo-TV .......... 
- Danny Thomas KOMO-TV .........-+0-0+- 
Candid Camera K€MO-TV ....... 
Gamemeaite BOMO-TV wccccccsccccccscscses 
The Untouchables KMBO-TV ..........- 
Red Skelton KOMO-TV ......ceccccccccces 
Garry Moore KCMO-TV ..........- 
Ervie Ford WDAaF-TV .......ccecceccecceed 
Groucho Marx WDAF-TV ........---++ee55 
NASHVILLE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
Johnny Midnight (MCA) wtac-Tv Sat. 9:30 .18 
Manhunt* (Screen Gems) wsM-Tv Thu. 9:30 .17 
The Third Man (NTA) wrac-Tv Sat. 10 ...15 
. Manhunt* (Screen Gems) wsmM-tTv Wed. 9 ..14 
. Death Valley Days* (U. 8S. Borax) 

want-Tv Bem. O:30 wcccccccesseseseoss 13 
. Jim Backus Show (NBC) wiac-Tv Thu. 6:30 .13 
Lock Up (Ziv-UA) wstx-tv Thu. 9:30 ......13 
Pioneers (Crosby/Brown) WSsIX-TV 

Ti, We BD ccccmccecasecccsscose oo 8 
Mr. Magoo* (Ty Personalities) wsM-TV 

Bam. S5BO .nccccscccsccccseccceccccvcces 10 
Grand Jury* (NTA) wsM-tv Sun. 5:30 ..10 
Divoree Court* (KTTV) WLac-Tv 

Bem. 20306 convcisusesstesien ever ae 
Two Faces West (Screen Gems) wWsM-TV 

ee, DAS conn tbs cekaneaastennadwis ° 9 
Assignment Underwater (NTA) 

WEASY Bik, FT ccccccccticcccsccvese . 9 
Trackdown* (CBS) wsMm-tv Sat. 9:30 ..... 9 
Case of the a. Robin (Ziv-UA) 
WEae-EV Dun. 6280 ...nccccccscevceses 8 

TOP FEATURE FILMS 
Million Dollar Movie WLAc-Tv 


Sat. 10:30-12:15 a.m. 
Million Dollar Movie wLac-Tv 
Fri. 10:15-12:30 a.m. 
ie ee ee 9 
Million Dollar Movie* wLac-tv 

Wie. BOSES-TASGS .ccvcansacvanccccecses 8 


TOP NETWORK SHOWS 


The Real McCoys wstx-tTv 





Bip Dice Ges WHEE 2c cscsccvcccncesesd 
Have Gun, Will Travel wiac-tv ..........34 
Gunsmoke WLAC-TV .............--; 34 
Andy Griffith wtLac-tv 3 
Hawaiian Eye wsIx-Tv 3 
77 Sunset Strip wsrx-tv 
The Price Is Right wsm-tv 


- Robert Taylor’s Detectives wsix-Tv ........29 






LANSING 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1. Manhunt* (Screen Gems) wsim-tv Fri. 9:30 
2. Mr. Ed (Filmways-MCA) wsim-tTv Wed. 7 
3. Manhunt* (Sereen Gems) WJIM-TV 

Ps BEGED 2605 bus 60 Feds db oases cb 00% 
4. Huckleberry Hound (Screen Gems) 

wsim-Tv Mon. 6 ........... , ees 
5. Yogi Bear (Screen Gems) wsiIM-TVv Fri 6 
6. The Brothers Brannagan (CBS) wsiMm-tTv 

WK, Mis aecacmnanceneean oe 
7. The Third Man (NTA) wsiM-Tv Sun. 9 
8. Sea Hunt (Ziv-UA) wiLx-Tv Sat. 7 ........ 
9. Jim Backus Show (NBC) wsim-tvy Wed. 9 
10. Miami Undercover (Ziv-UA) 

WiLx-Tv Wed. 1@ ....... snceaweue 
10. Manhunt* (Sereen Gems) wsiM-Tv 

Sun. 7:30 ote Since io > WS: oa 
11. Tombstone Territory (Ziv-UA) 

WILX-Tv Wed. 10:30 : 
11. Star Performance* (Official) 

wsim-Tv Sat. 7 ..... ae 
12. Seience Fiction Theatre* (Ziv-UA) 


wiim-tv Sun. 3:30 


13. Adventure Theatre (Sterling- Ty) 
waste Dib. FT oc cecccccccsss 
TOP FEATURE FILMS 
1. Channel 10 Theatre wiLx-Tv 
Sat. 10:30-12:30 am. ......... 
2. Late Show wsim-tv Fri. 11:15-1 am 
3. Showcase WILx-Tv Sat. 2-4 . 
3. Late Show wsim-tv Sat. 11-1:45 a.m 
4. Late Show wsim-tv Sun. 11:15-1:30 a.m 
4. Premier Theatre wiLXx-Tv 
Sun. 11:15-12:45 a.m 
4. Late Show wsim-tv Wed. 11:15-1:15 a.m 
4. Late Show wsim-tTv Tue. 11:15-1 am 
TOP NETWORK SHOWS 
1. Rawhide WJIM-TV ....... 
1. Have Gun, Will Travel wsim-tTv 
1. Candid Camera wJIM-TV 
2. Andy Griffith* wJIM-Tv 
2. Gunsmoke WJIM-TV ....... 
3. Danny Thomas* wJIM-TV 
4. Route 66 wJIM-TVv 
4. Perry Mason wWJIM-TV 
5. Pete and Gladys* wysIM-tTv 
5. Checkmate WJIM-TV ...-...0eeeeeeees 


we we 


ww 


“4 ® 


te 


19 
18 
16 
14 
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ORLANDO-DAYTONA BEACH 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 











1. Shotgun Slade (MCA) wppo-Tv Sat. 10:30 

2. Lock Up (Ziv-UA) wpro-tv Wed. 9 

2. Sea Hunt (Ziv-UA) wpro-Tv Wed. 9 

3. Sea Hunt* (Ziv-UA) wpso-rv Thu. 8:30 

4. Manhunt (Sereen Gems) w i-tv Wed. 7 

4. The Brothers Brannegan (CBS) wpBo-Tv 
Bam. FSBO accanccecsccsesessoseces 

5. Two Faces West (Screen Gems) WLOF-TV 
Tee, BD svvesesccnens eesece ° 

6. Whirlybirds* (CBS) wprpo-tv Tue. 6:45 


Adventures of Jim Bowie (ABC) 
WESH-tv Thu. 7 err 

Mike Hammer* (MCA) wErsH-TV 

Thu 10:30 aes err ry 

8. Assignment Underwater (NTA) WLoOFr-Tv 


BR. FT ccevccsevesscoseneneee — 
8. Jim Backus Show (NBC) WESH-Tv Tue. 7 
8. American Civil War* (Trans-Laux) 
WLor-tv Tue. 7 .... sa ° 
8. The Third Man (NTA) wppo-tv Wed. 8:30 
8. Pony Express (NBC) wesu-tv Sat. 7 
TOP FEATURE FILMS 
1. Picture of the Week wesu-tvy Fri. 7-8:20 
2. Daring Adventures wLor-tv Sat. 2-3:30 
3. Hollywood Movie wpno-tyv Fri. 11-1 a.m 
4. Family Matinee* wpro-Tv Sun. 11:30-1:30 
5. Channel 9 Theatre WLOF-TV 
Fri. 11:15-1:30 a.m. ...... 
5. Double Feature* wersH-Tvy Sun. 1:30-4 
TOP NETWORK SHOWS 
1. Danny Thomas wDBO-Ty 
1. The Price is Right wesu-1v 
2. Perry Mason wpBo-TV 
2. Ed Sullivan wpso-Tv 
2. Candid Camera wpro-Tv 
3. Bachelor Father wrsH-TVv 
3. Gunsmoke WDBO-TV vtuee ones oe 
3. Jack Benny WDBO-TV ......... 
4. Pete and Gladys* wDBO-TV ........ 
4. The Real MeCoys wWLor-tv ....... 


10 
10 


10 
16 


10 





ARB City-by-City Ratings, June 1961 
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. Little Rascals (Interstate) 


MOBILE-PENSACOLA 


3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
Blue Angels (NBC) wknre-rv Sat. 9:30 
Huckleberry Hound (Screen Gems) wkno-Tv 
Wee CIP deadvdine 
Quick Draw McGraw 
WKRG-TV Mon. 6:30 : 
The Brothers Brannagan (CBS) 
WkKko-rv Tue. 8 oes 
Shotgun Slade (MCA) wkre-tTyv Thu. 7 
Tightrope* (Screen Gems) 
wkro-tv Fri. 9 
Manhunt (Screen Gems) wkre-Tvy Wed. 7:30 
Two Faces West (Screen Gems) 
wkue-tv Fri. 9:30 
Tightrope* (Screen Gems) wkno-tyv Fri. 16 
The Third Man* (NTA) wkae-tv Thu. 9:30 
Yogi Bear (Screen Gems) wkre-Tv 
Bam. Orde cccccse 
Tombstone Territory 
WALA-TV Tue. 7:30 
Daffy Duck (UAA) wkro-Tv Sat. 8 a.m 
Meet McGraw* (ABC) wkre-tv Thu. 9 


Pioneers (Crosby/Brown) waLa-tTv Wed. 7:36 


TOP FEATURE FILMS 
Film* wkRrG-Tv Sat. 2:30-3:30 
Fright waLa-Tv Sat 10:30-12 
Showease* wkrG-Tv Sat. 3:15-5:30 
WALA-TV Sun. 2:30-3:45 
WEAR-TV Sat. 12-3 


TOP NETWORK SHOWS 
Gunsmoke WKRG-TV ee 
Have Gun, Will Travel wknro-Tv 
Andy Griffith wkare-Tv 
Rawhide WKRG-TV 
Route 66 WKRG-TV 
Perry Mason wkre 
Checkmate WKRG-TV 
Dobie Gillis wkre-Tv 
Red Skelton wWKRG-Tv 
Surfside 6 WEAR-TV 


RICHMOND 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 

Amos ‘n’ Andy (CBS) wrvre Sat. 6:30 
Rescue 8 (Screen Gems) wrve Sat. 7 
Highway Patrol (Ziv-UA) wxex-tv Tue. 7 
WTVER 


(Sereen Gems) 


(Ziv-UA) 


Feature* 


Sat. 8:30 a.m 
Huckleberry Hound 
wive Wed. 6 
Pioneers* 


(Screen Gems) 


(Crosby/Brown) wxex-tTv Wed. 7 
Yogi Bear (Screen Gems) wrve Tue. 6 
Two Faces West* (Screen Gems) wrtvr 

Sat. 10:30 cose 
Quick Draw McGraw (Screer 
wtve Mon. 6 cece 
Case of the Dangerous Robin (Ziv-UA) 
WXEX-TV Mon. 7 

Manhunt (Screen Gems) wtvr Tue. 6:30 
Tightrope (Screen Gems) wrve Tue. 7:30 
American Civil War (Trans-Lux) 

wtve Sun. 9 es 
The Three Stooges* 
wtvre Sat. 5:15 . . 
Phil Silvers (CBS) wrve Mon. 6:30 
Deputy Dawg (CBS) wrvre Thu. 6 


TOP FEATURE FILMS 
Cinema 8 wxeEx Fri. 7-8:30 
Movie Time wWXEx-Tv Sat. 19:30-1 a.m 
Feature Film wrvr Sat. 11-1 a.m 
Best. of Paramount wRva-Tv 
Fri. 11:15-1 a.m 
Feature Film wtvr Sun. 1-5 
Film* wrtve Sat. 12:30-2:15 


TOP NETWORK SHOWS 
The Real McCoys wrRva-Tv 
Gunsmoke WTVvR 
Checkmate wTvR 
The Untouchables wrva-Tv 
77 Sunset Strip wrRrva-Tv 
My Three Sons WRVA-TV 
Perry Mason wTvr 
Andy Griffith wrvr 
Surfside 6 wRva-TV 
Hawaiian Eye wWRVA-TV Pee 
Have Gun, Will Travel wrve 
Ed Sullivan wrve 


Gems) 


(Sereen Gems) 


. The Rebel wrva-tv 
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Spot (Continued from page 58) 
Southwestern Bell uses no weather or sports 
programs in the promotion. Jim Perabo 

is the timebuyer. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 
New placements of day and night minutes 
for BLUE BONNET margarine and 
ROYAL desserts are set for August- 
September starts in fair-sized groups of 
major markets. Length of the schedules 
varies from eight to 13 weeks. Bill Abrams 
and Bob Dekker are the buying contacts. 


STANDARD OIL OF CALI- 
FORNIA 
(BBDO, San Francisco) 


As noted here May 29, the gasoline 
company has been running summer 
schedules of various lengths in major 
markets in 14 western states. Some 
additional placements get under way at 
issue date in selected areas, with nighttime 
minutes and 20's extending the drive for 
four weeks. Rula Wilkie is the contact. 


SUNBEAM CORP. 

(Perrin-Paus Co., Chicago) 

In a major pre-Christmas push on LADY 
SUNBEAM shavers, this appliance firm is 
lining up spot schedules in 31 top markets 
to begin Nov. 1 and run through Dec. 19. 
Filmed minutes and 20’s to reach both 

male and female viewers will probably be 
used, President Earl Perrin is the contact. 


SWIFT & CO. 

(D-F-S, Chicago) 

Following a brief hot-weather hiatus, 
PARD CRUNCHERS dog food returns to 
spot at the first of next month in 
approximately 40 markets. Both major 
and secondary areas in the product’s 
distribution territory are used. Filmed 
minutes and 20’s in primarily daytime slots 
run for eight weeks. Marianne Lixie is the 
timebuyer. 


WATERMAN-BIC PEN CORP. 
(Ted Bates & Co., Inc., N. Y.) 


BIC ballpoint pens, which has been 
running nighttime placements of filmed 
minutes in a group of northeastern areas, 
is currently moving southward in a 
campaign to “blanket Maine to Florida.” 
Just under 40 markets are scheduled, 
including both top and secondary areas. 
Filmed minutes in slots to reach teen-agers 
and adults are used for varying periods. 
Westward expansion is slated as 
distribution grows. Marty Foody and Bob 
Mahiman are the timebuyers. 
WESTERN TABLET & 
STATIONERY CORP. 

(D-F-S, New York) 

About 18 markets are to be used by this 
firm in a back-to-school drive similar to 
that employed by rival Nifty Folders, with 
minutes in kid shows running from late- 
August until mid-September. Dave Hanson 
is the timebuyer. 

WHITMAN PUBLISHING CO. 
(Joseph Reiss Associates, N. Y.) 
Making its initial entry into spot tv, this 
firm will open up a pre-Christmas schedule 
on some items from its toy line at mid- 
November. About three weeks of kid-show 
minutes will run in a moderate-size group 
of major markets. Jack Siniawer is the 
buying contact. 
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Wall Street Report 





THE CELLULOID STORY. In the 
preceding issue it was pointed out that 
the wild predictions made about 
video tape had not been realized and 
that the nation’s tv programming is 
still dominated by use of film. In 
fact, some 70 to 80 per cent of all 
prime-time programming uses film. 

Such dominance in turn reflects the 
continued acceptance by the nation’s 
tv networks and individual stations of 
programs produced by the film users. 
the old and new companies of Holly- 
wood, 

Here’s a list of the top program 
producers and the price range of their 
stock so far this year: 





Allied Artists 414,814 
Desilu Productions 1014%—16%% 
Four Star 13144—26 
MCA, Inc. 3634—71 
MGM 41144—70% 
Screen Gems - 9—201% 
20th Century-Fox 40°5%.—5514 
United Artists 3034—403,4 
Warner Bros. 5234—6734 


NEW FILM PERSPECTIVE. The in- 
vestor who followed these tv film pro- 
ducers this year obviously could have 
made substantial profits in all these 
stocks with the notable exception of 
Desilu, which was in a decline as the 
year started and continued downward 
during the first half. But the strength 
in most of the other stocks reflects a 
series of developments which when 
put together place the film companies 
in new perspective. The main develop- 
ments can be summarized as follows: 

1. The shake-out period in the in- 
dustry is coming to an end. Many of 
the independent producers who crowd- 
ed into the industry during the °50s 
on the basis of one show or one star 
have fallen by the wayside. The main 
job of producing shows for tv is shift- 
ing into the strong hands of the com- 
panies listed here, along with a few 
others still privately controlled. 

2. The expenses in the industry are 
coming under control. The period of 
experimentation on how to control 
costs is nearing an end. There is, for 
example, no longer the great need for 


investment in pilot films that there 
was three to five years back. They’ve 
been cut by about 50 per cent as net- 
works and sponsors show greater 
faith in the judgment and ability of 
the producers. Now they are fre- 
quently content to see the story out- 
line and the proposed cast before com- 
mitting themselves to backing the 
project. This is not universal by any 
means, but it is growing and should 
lead to greater economies. 


GROWING INVENTORIES. 3. The 
tv producers are piling up libraries of 
programs for future prospects, ac- 
cumulating inventories that may be 
compared with that of the motion- 
picture companies in the pre-television 
days. These programs are available 
for subsequent re-run on different 
time schedules following network 
presentation or syndication to indi- 
vidual stations, or re-run at some fu- 
ture time in newly opened markets. 
The number of programs inventoried 
ranges from 800 held by Desilu to 
over 2,500 held by MCA, Inc. Of 
course, the motion-picture companies 
that have developed tv divisions, such 
as MGM, have even larger inventories 
to call upon, including full-length 
films, cartoons, short subjects and an 
assortment of still-to-be-exploited ma- 
terial. 

4. The foreign markets are becom- 
ing increasingly profitable to the tv 
producers. Television is growing 
abroad, and naturally the film com- 


panies are attempting to push their 
material into those markets. The de- 
mand is likely to grow for some time, 
although it is debatable if it will ever 
reach the levels of the motion-picture 
industry. To make full-length films in 
the Hollywood tradition required tre- 
mendous amounts of money, skill and 
facilities that most foreign producers 
were unable to obtain. But television 
permits small budgets all along the 
line—a factor that may encourage 
foreign producers in this field and 
keep down the potential for the U. S. 
firms. 

5. Accounting methods of the in- 
dustry are now based on firmer prin- 
ciples. At the beginning there was 


great disparity among the companies 
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on reporting both on sales and income. 
Now there is unity permitting inves- 
tors to make easier comparisons 
among the producers and to make 
judgments on the potential profits and 
dividends. These developments are 
perhaps of even greater importance 
in giving the industry mature invest- 


ment status. 


NOT ALL SMOOTH SAILING. || 
should not be assumed, however, that 
the industry has reached a state of 
smooth, profitable sailing from this 
point on. It now faces a series of dif- 
ferent but equally troublesome de- 
velopments. 

Most of the film producers rely on 
their ability to turn out entertaining 
westerns, private-eye tales or situa- 
tion comedies to keep their grip on 
prime tv programming. 

But these are the very programs 
that are under the heaviest attack 
from various segments of society, 
ranging from the FCC to the profes- 
The tv film pro- 


ducers may have to shift their ground 


sional tv critics. 


and come forth with film fare of a 
different nature, in the educational 
field. in the public-affairs field and 
in special events. Here they face the 
competition of the staffs of the sta- 
tions and networks, a problem that 
may be insurmountable. 





Truth 


From the forum provided by the 
death of their magazine, the pub- 


(Continued from page 30) 


lishers and editor of Coronet lec- 
tured the publishing trade roundly 
for creating the circulation merry- 
go-round that led to ruin. Arthur 
Stein, publisher, said magazines “are 
forced to go out and buy subscrip- 
tions. Anyone can do it through the 
field-selling boys.” 

Lewis W. 


Coronet, 


editor of 
“fantastic, 


Gillenson, 
lamented the 
fictional price” of magazines today, 
and asked, “How can you equate the 
circulation numbers you buy with 
the ‘subsidies’ you get from adver- 
tisers? . . . One guy comes out with 
6.5 million, the next guy tries to top 
him with 6.6, and so on—until the 
country’s mailboxes get jammed with 


magazines.” 
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Herold E. “Hap” Anderson has been 
appointed president and general man- 
auger of the First Carolina Corp., 
Columbia, S. C., which will operate 
wcca-Tv Columbia over channel 25. 
Mr. Anderson resigned as general 
manager of WINS New York to join 
the new station, which is expected 
to go on the air Labor Day. 





Significant to note in this respect 
is the purchase by Reader's Digest 
and Curtis Publishing Co. of the sub- 
scription list of Coronet, which totals 
nearly 2.5 million at present. 

Why didn’t Coronet stay out of 
the circulation wars? 

Why have magazines felt such pres- 
sure to expand their circulations at 
the speed of light? 

Competition among magazines for 
the advertising dollar has grown pro- 
portionately more intense as _tele- 
vision has steadily absorbed more of 
that ad dollar. Although tv ad rev- 
enues also suffered in some areas 
from the recession, in general they 
held the line and even gained nearly 
three per cent in gross revenues in 


the first half of 1961. 


Ever-Closing Vise 

In view of the amount of adver- 
tising drained off by the recession 
and by television, magazines can be 
considered to have done an amazing 
job of sustaining themselves through 
the several recessions of the past 
decade. But mere sustaining was not 
enough. The ever mounting costs— 
of newsprint, of printing presses, ink, 
technical help, distribution, sales and 
advertising executive salaries—locked 
the magazines in an_ ever-closing 


vise. A_ static situation was not 
enough; magazifes were in a posi- 


tion where’ they had to grow dynami- 





cally or perish. 

While the vice presidents in charge 
of advertising were proving their 
brilliance by giving away magazines 
and raising space rates, editors suf- 
fered for the most part silently. 
Judged always on how many they 
sold off the newsstands, their lot was 
tough indeed. “The man who sub- 
scribes at half price or third price 
or fifth price is often the guy who 
would have bought it off the news- 
stand—why else does he want it?” 
asked one editor. “How can a pub- 
lisher judge our cover lines and 
feature guts on the newsstand when 
his neighbor in Scarsdale gives the 
magazines away at the back door io 


ten thousand homes a month .. . 


Vanishing Newsstands 


Newsstand operators, incidentally, 
have been among the greatest losers 
in this cutthroat competition. An in- 
formed guess states that the news- 
stand as we now know it will vanish 
by 1970, with only some booths left 
for papers and miscellaneous at 
depots and main traffic spots. 

In the 10-year period from 1949 
to 1958 the newsstand circulation of 
magazines declined from 41.9 per 
cent to 26.8 per cent. In the same 
period the subscription percentage of 
total sales rose from 57.8 per cent 
to 72.8 per cent. Today most maga- 
zine consultants and brokers seem in 
accord that barely one out of six 
mass-circulation magazines has been 
bought off the stands. 

In the same decade the percentage 
of subscriptions sold at less than 
“basic” price rose from 41.9 per cent 
to about 55 per cent, according to 
ANA figures. 

In the 1956-1960 period the U. S. 
adult population rose 5.4 per cent 
(up 4.7 million), while magazine cir- 
culation rose only 2.5 per cent. 


Loaded Growth Claim 


When magazines recently tried to 
claim that their growth had exceeded 
the growth of population in the U.S., 
the Television Bureau of Advertising 
was obliged to point out that the 
key growth period in magazines dur- 
ing the past decade was accounted for 


almost entirely by the inclusion of 
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the Reader's Digest for the first time 
in 1955 in the MAB figures. Among 
other figures cited by TvB: 

© Magazines per adult have re- 
mained at a steady 1.5 for the last 
nine years except for the peak years 
of 1955 and 1956 when it was 1.6. 
In 1951 there were 1.4 magazines per 
adult. 

© Magazines per household have 
dropped in the last five years from 
3.8 to 3.6 copies per household. 

© Time spent with the medium 
remains at a relatively low level (12 
minutes per day). In 1951, 247 mag- 
azines were competing for the read- 
er’s time, today they have increased 
to 273. 


Supplements Hurting 


Sunday supplements are also in 
trouble. Comparison of ad revenues 
for the first half of this year over 
last shows American Weekly down 
38 per cent, This Week down 10 per 
cent, Parade down 11 per cent, and 
Family Weekly .up 10 per cent. 

The American Weekly was re- 
cently forced to withdraw from an 
advertising squeeze-play executed by 
This Week and Parade, its main com- 
petitors. The Weekly, being the 
Hearst supplement, had been neces- 
sarily limited to the markets it could 
enter and which papers in those mar- 
kets. This Week, with no such edi- 
torial conflicts, planted itself with 
precision across the country. Then 
Parade filled in the gaps. 

In such a situation, a national ad- 
vertiser wishing to blanket the na- 
tion on any given Sunday took his 
business to a combination of This 
Week and Parade. He could get much 
of the same coverage from The Amer- 
ican Weekly, but too much of that 
coverage duplicated either of the 
other papers which the advertiser 
had to go in for complete nationwide 
coverage. 

Since no advertiser wishes to pay 
for duplicate coverage at any time, 
especially when the page rates are 
those of the leading supplements, 
American Weekly \ost a terrifying 
volume of advertising. Its own edi- 
torial revitalization was to no avail. 

Hearst sent Jack O'Connell. the 
young editor who was credited with 


saving Cosmopolitan, into the fray, | 
but not all his abilities nor those of 
his staff, headed by Charles Robbins, | 
could triumph until the company re- 

luctantly cut lose several “duplicate” 

markets containing some four mil- | 
lion readers. Once this step was 

taken the magazine gradually recov- 

ered until today its health seems 

definitely assured. 

Last year, though the gross ad rev- 
enues of magazines rose 8.3 per cent 
compared with a 6.7-per-cent rise for 
tv, the relative cash to growth income 
of tv was far ahead of the stiffly 
bound monthlies. But newspapers 
fared even less well. Their ad rev- 
enues, which have steadily declined 
in increase, rose less than three per 
cent in 1960, according to The Wall 
Street Journal. 

Across the nation, newspapers are 
faring better than magazines, though 


many have been redeemed from the | 
ingressions of tv on ad revenue only | 
through mergers. In some cases news- | 


paper publishers have crossed over 
and purchased tv stations, thus but- 
tering their bread on both sides. And 
newspapers have not pulled too long 
a face over the plight of magazines. 
A New York paper advertising col- 
umnist recently commented: 

“There has been much talk lately 
about mass magazines almost liter- 
ally digging their own graves with 
drastic discounts to gain circulation. 

“We point with pride to the fact 
that U.S. daily newspapers have 
boosted circulation by 20 million 
copies since 1930, and Sunday edi- 
tions are selling 21 million more 
copies than 30 years ago. . .” 


Same, But Different 


But despite this superficially happy 
prospectus, newspapers are having 
many of the “same problems only 
different” as magazines. There are 
now some 1,750 daily papers in the 
U.S., with 24 million morning cir- 
culation and 35 million evening cir- 
culation. The competition in many 
cities is intense. 

In some cities, such as New York 
with its seven a.m. and p.m. dailies, 
the competition has become almost 
crucl. Time magazine recently called 
attention to the conflict, citing the 
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five-cent price of the New York Times 
as a main factor in the slow destruc- 
tion of its would-be competitor, the 
New York Herald Tribune. 

Last year the Times had a profit 
of under $350,000 on a gross of over 
$112 million. In his annual state- 
ment to stockholders publisher Orvil 
Dryfoos declared that the newspaper 
had lost considerable money during 
1960 because of booming circulation. 
The Times had not adjusted its ad- 
vertising page rates in advance. 
Therefore advertisers got a bonus, 
and the Times was clobbered by the 
costs of printing and distributing the 
additional copies. 

Increase Equals Loss 

Working from the Times’ profit 
and loss statements, Time magazine 
figured that an increase of 50,000 in 
the circulation of the Sunday edition 
of the Times would cost the news- 
paper about $750,000, since each 
edition costs some 30 cents more than 
it reaps in ads and sales. 

The New York Times failure to 
anticipate correctly its rise in circu- 
lation was not an isolated example 
or freak situation. Problems involved 
in anticipating rising (or falling) cir- 
culation figures and adjusting rate- 
bases in terms of the change are of 
an almost insoluble nature, accord- 
ing to many qualified observers. 

The answer arrived at by some of 
the largest magazines has been to 
peg their rates on anticipated circu- 
lation bonuses to advertisers. 

Chicken on Saturday 

In a sense the space salesmen are 
always selling the “bonus” circula- 
tion, while the publishers eat Sun- 
day’s chicken on Saturday morn. 
Seen in this light, some of the ac- 
tions of the publishers in promising 
circulation bonuses appear far more 
shrewd than courageous. McCall's 
last month made the boldest specu- 
lation to date with an announcement 
that as of December there would be 
an additional one-million circulation 
guaranty to advertisers. Page rates, 
however, will not be raised until 
sometime in the spring or summer 
of 1962. When they are increased— 
probably in July—there will be no 
increase in the cost per thousand, ac- 


cording to A. Edward Miller, the 


66 August 7, 1961, Television Age 














Mail-order Mayhem 


What is the cost of magazines today? 

A New York media executive collects what he calls a “Mad File,” 
which includes circularization from some of the major publications. 
In less than a year, he has received nearly a score of major, four-color, 
multiple-piece mailers from just these four mass magazines. Included in 
the collection: 

A “Special Look Savings Certificate” in the form of a giant check, 
complete with American eagle made out to the addressee in the amount 
of $4. A note on the side reads: “This certificate, when returned to Look 
magazine along with an additional $4 remittance, constitutes full pay- 
ment for 40 issues of Look at the single-copy price.” 

An elaborate, striped purple mailer from The Saturday Evening Post, 
featuring a “Saving Stamp” depicting the head of Ben Franklin, and a 
notation to the effect that it is worth $2.58 when attached to your 
order. It comes down to 37 weeks of the Post for $2.97. 

A file from Time magazine which begins with an introductory offer 
of 27 weeks for $1.97 and ends with an offer received two weeks ago in 
which the same price was quoted for all the business-man friends of the 
subscriber. Just fill in their names. Between the two offers is a Christmas 
offer (standard procedure) which states, “As compared with Time's 
regular one-year subscription rate, you'll be ahead by more than $1 
on each one-year subscription you order, by $7 apiece on three-year 
subscriptions—by a whopping $15 on every five-year order.” 

For sheer persistence, Life tops even Time. The Life file begins with a 
July 4th fireworks mailer and the usual prepaid IBM postage mailer 
whereby, in this case, you could get 41 weeks for $3.91 or one year for 
$5.95. Parentheses winked that this amounted to 914 cents a copy. and 
111% cents a copy, respectively. 

Other mailers followed through the year, ingenious in style and art 
work—including handsome announcements and special offers for Life's 
new series of books about Russia, the world, etc. When the subscriber 
failed to respond to any plea, including that to renew his subscription, 
he received a special phone call from the New York business office, then 
finally, a letter postmarked Chicago, Nov. 26, 1960 (postmarks are un- 
usual since most of the mailers go out bulk rate). “LAST CHANCE 
OFFER,” the envelope said in 114”-high red letters. Inside was a long 
scroll full of tense sales talk, and with it was another IBM card: “25 
months for $9.95 (just 9 cents a copy), 61 weeks for $5.61 (less than 
914 cents a copy). 

The executive still refused to renew his subscription. Two months later 
he was still receiving the publication, free. 








publisher. 

As any amateur can determine for 
himself, McCall's move would super- 
ficially seem like “a hell of a way to 
run a railroad.” But considerable 
thinking lay behind it. Herbert 
Mayes, the editor, indicated that he 
hoped thereby conclusively to win 
the competition with Ladies’ Home 
Journal and Good Housekeeping. 
Moreover, many view the move as 
an attempt to put the magazine into 
numbers that would be fully com- 


petitive with tv. Mr. Mayes has 


promised a circulation of 11 million 
for the magazine by 1965. When 
asked if such a circulation might be 
uneconomical, he replied that the 
magazine would be dealing in re- 
gional editions. 

The Journal and Good Housekeep- 
ing not unexpectedly called the Me- 
Call’s announcement more grand- 
standing in the numbers game. The 
Journal said it would continue “to 
meet McCall's 


thousand” on delivered circulation. 


cost-per-page-per- 


Good Housekeeping pursued its pol- 





















icy of considering itself not a part 
of the hair-pulling contest between 
its two big sisters. 

Where will McCall's get its new 
million circulation? 

Subscriptions. 

Where will it get the subscrip- 
tions? 

The publishers claim that demand 
for the magazine is already running 
far ahead of supply, and that the use 
of new presses will make it possible 
to add a million a month to the cir- 
culation by December. But in all 
probability the great majority of the 
subscriptions will be sold at cutrate 
prices. 


Less Than Basic Price 


Nearly 60 per cent of magazine 
subscriptions are now sold at less 
than basic price, with the percentage 
rising each year. In 1949 only 41.9 
per cent of subscriptions were sold 
at less than basic price, and the dis- 
count to subscribers was much less 
than today. In the “Television Dec- 
ade” from 1949 to 1958, the per- 
centage of magazine circulation repre- 
sented by “cutrate” subscriptions has 
climbed steadily from 24.2 per cent 
to 39.5 per cent, according to ANA 
statistics. 

In 1958, the percentage of McCall’s 
subscriptions sold at less than basic 
price stood at 43.9 per cent. Even 
so, McCall's could boast that fewer 
of its subscriptions were discounted 
than its competitors, and take a 
poke at the Journal, which bought 
rights to circularize Coronet’s sub- 
scription list: “Our growth,” said 
McCall's president Miller, “has 
nothing to do with absorbing sub- 
scriptions of defunct magazines or 
cutrate offers promoted at a high 
price.” 


Vicious Circle of CPM 


Thus, the vicious circle of cost per 
thousand completes itself in the mass 
magazines. 

What lies ahead? And what steps 
are publishers taking to avert disas- 
ter? 

Although the future of the largest 
mass-circulation magazines is uncer- 
tain, the whole picture is not as black 





Steel and The Civil War 


Weirton Steel sponsored a recent 13-week series of The American Civil 
War on wstv-tv Steubenville, Ohio, featuring commercials on the efforts 
of local business to help the steel industry. 

The company, a division of National Steel Corp., participated in the 
“Better Buy—Steel” program of the Weirton, W. Va., Junior Chamber 
of Commerce and reported on the activities of this group in its first 
commercial for the series. The local Jaycee program was devoted to 
supporting the domestic steel industry by encouraging people to buy 
products bearing the STEELMARK and to buy food and drinks packaged 
in tin cans. The bid for customers of the American steel industry was 
especially pertinent in this area where the economy is closely geared 


to the steel industry. 


the communities. 





Other commercials on American Civil War reported what local busi- 
nesses were doing to support the Jaycee campaign. The reports, which 
used both motion pictures and still photographs, included nearly every 
part of the business community which uses steel or handles steel products. 

Weirton Steel considered the reaction to the commercials substantial. 
After completion of the Westinghouse-produced series, 40 communities 
cooperated in a STEELMARK month in which emphasis was placed on 
explaining to the public the role that steel plays in the daily lives of 


The American Civil War series, which is syndicated by Trans-Lux Tele- 
vision, was seen on Sundays at 1:30 p.m. WSTV-TV estimated that the 
average viewing audience was about 50,000. 





















as might seem to follow from this 
and other reports. For one thing, 
publishers themselves seem finally to 
be facing the fact that they cannot 
and should not attempt to. compete 
with television on a cost-per-thousand 
basis. Five, or even two, years ago, 
it might have appeared ungraceful 
for TELEVISION AGE to make this 
statement. But today the facts are so 
apparent to all who care to face 
them that only an incredible ostrich- 
ism could deny them. 

The question which publishers 
must begin to ask themselves is not 
whether magazines can compete with 
television on a mass-market basis, 
but how each magazine can best serve 
its true readership and at the same 
time survive economically. 

“True readership?” Cached in this 
elusive concept is the suspicion that 
the mass magazine, to survive in the 
tv era, must retrench editorially and 
seek the circulation loss attendant 
upon being a magazine instead of 
everybody’s friend. 


Part one of a two-part series. Next: 
Can magazines meet tv’s challenge? 








































INTRODUCING THE NEW 


DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms « Terraces * New 
appointments, newly decorated « 
New 21” color TV « FM radio « New 
controlled air conditioning « New 
extension phones in bathroom « New 
private cocktail bar « Choice East 
Side, midtown area « A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 


Single $15 te $22 Suites te $60 
Special rates by the month er lease 
Robert Sarason, General Manager 
ORegon 9-3900 
Teletype: NY 1-42¢5 
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Gridiron (Continued from page 35) 


quarter sponsorship totals $1,441,600 
for time and talent for a minimum- 
discount advertiser, and allows four 
commercial minutes per game, with 
the spots to be rotated within the 
game to maximize audience reach. 
Pabst Brewing has hopped on the 
ABC-AFL bandwagon for the second 
year, joined this time by Phillips 
Petroleum and Carling Brewing, with 
one more sponsor to be signed. 


Later Starting Times 


ABC-TV is giving the AFL an 
added plus this season by arranging 
its schedule to put late-starting games 
on the air just about the time that the 
NFL contests are ending on CBS. 
Last year almost half of the AFL 
telecast time was in competition with 
NFL games on CBS and NBC sta- 
tions. This fall there will be a 25- 
per-cent reduction in the amount of 
time during which AFL airings will 
compete with those on CBS. Twelve 
of the games over ABC-TV will 
begin after 3:30 p.m. EST, and six 
will run between 4:30 and 7:30. A 
year ago only a quarter of the tele- 
casts ran as late as 7 p.m., and none 
lasted until 7:30. 

Along with its acquisition of the 


rights to the American Football 
League games in 1960, ABC-TV 


scored a coup by grabbing off the 
entire National Collegiate Athletic 
Association schedule, previously the 
exclusive property of NBC-TV. For 
the second year of its two-season $6- 
million contract with the NCAA, ABC 
will televise 23 


clashes over 13 playing dates, start- 


college gridiron 
ing Sept. 16 and continuing through 
11 successive Saturdays end a Thanks- 
giving Day game. 


National Sponsors Only 


The contests, both national and re- 
gional, will be viewed over approxi- 
mately the same number of stations— 
211—that carried them last fall. As 
with its pro football coverage, ABC 
has sold the games only on a national 
basis, with Gillette, American Oil, 
Humble Oil and R. J. Reynolds pay- 
ing the freight. 

When it comes to the telecasting of 
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Walter Simons (l.), time and space buyer for Kelly, Nason, Inc., New York, 


receives the papers and keys to a Pontiac convertible from Casey Cohlmia, 
director of promotion for WFAA-AM-FM-TV Dallas. 
by coming the nearest among more than 3,000 agency and client contestants 
to guessing the number of visitors during a recent three-week period to Com- 
munications Center in Dallas, the new $3.5-million home of WFAa. 








Mr. Simons won the car 





college bow] games at the end of the 
regular football season, CBS and 
ABC move to a back seat while NBC- 
TV steps into the gridiron spotlight. 
Of the eight bowl 
scheduled for the home screens, CBS 


has none, and ABC will air only the 


frays now 


Orange Bowl classic under a three- 
year contract recently signed by the 
network. R. J. Reynolds has bought 
a quarter of this game, the Buick and 
United Motors Service divisions of 
General Motors a half, and the re- 
maining fourth was still available at 


the moment of writing. 


Four Bowl Games SRO 
NBC-TV has four of the seven bowl 


games it will carry completely sold 
out. The Blue-Gray game on Dec. 
30 and the Rose Bowl struggle on 
New Year’s Day will both be co-spon- 
sored by Gillette and Chrysler. The 
East-West Shrine game, also on Dec. 
30, has Colgate-Palmolive and R. J. 
Reynolds in for one-quarter each, and 
the remaining one-half has been 
bought by the Savings & Loan 
Foundation. 

The Sugar Bowl on Jan. | has a 
sponsor line-up consisting of United 
Motors Service, Wynn Oil and Brown 
& Williamson, each with one-quarter, 
and Colgate, with one-eighth. The 
Pro Bowl game on Jan. 14 has been 


sold by NBC to Liggett & Myers, 


sponsoring one-half, and to United 
Motors Service and Carter Products, 
each taking a quarter. UMS has also 
ordered quarters in the Liberty Bowl, 
Dec. 16, and the Senior Bowl, Jan. 
6, with Colgate partaking of one- 
eighth of the latter game. 

NBC has carried the National Foot- 
ball League championship game 
since 1955 and snared a renewal of 
the rights for this year and for 1962 
at an annual figure of $615,000. 
The game, to be viewed on the last 
day of the year, is presently half 
sold, with Philip Morris taking one- 
quarter and Ford another fourth, not 
surprising in the light of their na- 
tional sponsorship of the NFL regu- 
lar-season skein. 

That the plethora of advertisers 
who are pouring a_ considerable 
chunk of money into sponsorship of 
both college and pro football cannot 
be said to be doing so either reck- 
lessly or hopefully is adequately 
proven by typical Nielsen Television 


Index figures for grid telecasts. 


Impressive Ratings 
Rating the audience for three pro- 
fessional games on last Dec. 11—an 
AFL joust on ABC-TV, an NFL game 
on CBS-TV and a second NFL fray 
on NBC-TV—Nielsen found a total- 
audience percentage of 56.5 for the 


trio of telecasts and an average- 
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audience percentage of 28.0. ‘lotal- 
audience homes added up to 21,064,- 
000, average-audience homes num- 
bered 12,918,000. 

Nielsen figures for 1960s National 
Football League championship game 
were: total audience—33.8 per cent; 
average audience—20.8 per cent; 
total-audience homes — 15,852,000; 
average-audience homes — 9,755,000. 
The respective ratings for the Ameri- 
can Football League championship 
tilt were 32.8 and 18.9, 15,383,000 
and 8,854,000. For an NCAA con- 
test on Nov. 5 last the percentages 
were 25.0 and 13.1, respectively; the 
total homes and average homes came 
to 11,300,000 and 5,921,000, also 
respectively. 


Shrewd Use of Tv 


Television has been of invaluable 
aid in the upsurge of popularity pro- 
fessional football has enjoyed for 
the past half-dozen years because the 
sport, unlike some others, has used 
the medium wisely and well. Con- 
troversy has long raged over the 
detrimental or advantageous effect 
televising of baseball games has on 
the gate in the major leagues. The 
argument probably never will be re- 
solved to anyone’s satisfaction, but 
the significant thing is that there is 
argument at all. 

Three baseball teams in the Na- 
tional League and nine in the Ameri- 
can League are telecasting a total of 
335 games this season from their 
home fields. Quite obviously, this 
means that diamond buffs in 12 cities 
are not obliged to go out to the 
park and pay to see their teams in 
these particular games—at least as 
long as their tv sets are in working 
order. 


Who’s the Villain? 

Is this the reason that attendance 
at NL baseball games for the first 80 
playing dates this year was down 
920,462, or about 20 per cent, from 
the same period in 1960? Or that AL 
attendance is a mere two per cent 
ahead of last season even with the 
addition of two new clubs in the 
league? Or are there other factors, 
unrelated to television, which are 
responsible ? 


Whatever the answer in baseball, 





no such question arises in football. 
If, for example, a Clevelander, his 
appetite whetted by watching the 
Browns on tv away from home, wants 
to see them in action on their home 
grounds, he takes himself out to the 
park, or else. Pro football’s long- 
established blackout policy is a 
simple, intelligent and automatic bul- 
wark against any possible television- 
induced drop in attendance. 

Where most baseball magnates are 
content to get their hands on as much 
television coin as they can by in- 
discriminate airing of their games, 
figuring the tv revenue will make up 
for any loss at the box-office, the foot- 
ball-club owners have taken the long- 
range view ever since they began tele- 
casting their schédules on a regular 
basis a half-dozen years ago. 

Their income from the sale of their 





tv rights would obviously be greater 
if they permitted any or all home 
games to be played before the 
cameras, but these managements have 
preferred to take less at the moment 
and settle for more in the long run 
through creating avid interest in their 
sport that can be satiated only by 
buying a ticket when a team plays at 
home. The capacity crowds that have 
resulted for pro football through its 
judicious use of tv would seem to 
attest the wisdom of the policy. 

There is no question of tv’s role in 
football, as there is in its relationship 
with other sports. As AFL commis- 
sioner Joe Foss put it earlier this 
year: “Pro football survived without 
television, but the sport’s period of 
expansion, solvency and growth is 
directly equated to its entrance into 
the field of television.” 





installed at WBBM-TV Chicago. 


stable image on the camera tube. 


programs are local film shows. 


be needed. 





New TV Projectors in Use 


Three new 16mm film projectors which are specially designed to 
cut down on scratches, abrasions and other defects in the film have been 


The projectors, based on continuous film movement instead of the 
usual intermittent stop-and-start film movement, cause less wear and 
tear on the film and prolong its life. The optical system also reduces the 
excessive contrast of films shot originally for theatre projection. 

The 16mm Continuous Television Projector, Model 350, was engi- 
neered by the Eastman Kodak Co., with electronic design by General 
Electric. It was first shown at last year’s NAB convention in Chicago 
and is being marketed by GE as the CMP-350. 

The lessening of image impairment is achieved by a non-interrupted 
light beam with 100-per-cent light application coupled with rotating- 
tilting mirrors. The CMP-350 protects and extends the useful life of film 
by eliminating intermittent movement of the film and introducing a 
curved film gate with sapphire edge-guides and a control sprocket that 
adjusts automatically to film-perforation spacing. 

The motion of the film image, continuously projected through the 
curved gate onto rotating mirrors, is reflected down through the colli- 
mator and relay lens onto the face of the vidicon tube. The tilting-mir- 
ror action, by dissolving one frame into the next, results in a continuous, 


The CMP-350 also has a reverse, at half speed, for precision in cue- 
ing. A stop button and light-control switch on the console give instant, 
accurately framed stills; another button returns them to motion. 

According to L. A. Pierce, director of technical operations at WBBM- 
TV, the station plans to schedule all of its feature films for the new pro- 
jectors. At present, approximately 25 per cent of the station’s weekday 


The CMP-350 can be adapted for color by an adjustment that can 


be made on location, although a complete new camera chain would also 












August 7, 1961, Television Age 69 


VIDEO 
TAPE 
is the shape of 


QUALITY 


=" _ FV commercials 


TODAY! 





TAPE COMMERCIALS COVER U.S.A. ON NETS OR SPOT 
on SCOTCH’ BRAND Live-Action Video Tape! 


Today your TV commercials on “Scotcn” Brann Video Tape 
can reach the TV families in 126 top market areas . . . over 
90% of the potential market for any product! In the 1960-61 
season, “live-action” taped commercials have sold successfully 
in practically every product category, e.g., foods, coffee, beer, 
toothpaste, cosmetics, soaps and cleansers, automobiles, gaso- 
line, appliances, etc. 


Network and spot coverage are both excellent. The three 
major networks have complete tape facilities that enable your 
message to reach every TV family within range of a net’s 150 to 
200 affiliated stations. Spot coverage is virtually national and 
grows every day. All stations equipped for tape, located in major 
cities from coast to coast, will deliver your video-taped commer- 
cial. Altogether they cover more than 90% of all TV homes on 


either a regional or national campaign basis. 

Today’s trend to tape and resulting volume of use has 
reduced the cost of “Scotcn’’ Branp Video Tape significantly 
since its introduction, and has lowered the cost of making dupli- 
cate prints. Also, many “extras” such as station charges for 
roll-in or playback of tape have been virtually eliminated. 

Any way you look at it . . . the comprehensive market 
coverage, the superior picture quality, the production advantages 
such as immediate playback and no processing (even for color!) 
. - . today’s video-taped commercial is a better advertising buy 
than ever! Why not ask your local video tape producer to bid on 
your next storyboard? No cost or obligation. 

Write for free copy of “Techniques of Editing Video Tape,” 
to: 3M Company, St. Paul 6, Minn. 


MAGNETIC PRODUCTS DIVISION 


(Mimnasora [imine ane [fanuractunine company 


o++WHERE RESEARCH IS THE KEY TO TOMORROW 
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VIDEO 
| TAPE 
is the shape of 
VTR-EQUIPPED STATIONS NOW REACH (ijeeteeents 
TODAY! 
THESE 126 TOP MARKET AREAS... 
OVER 90% OF ALL U.S. TV HOMES!* 
Alabama Indiana Minnesota North Dakota Texas 
Birmingham Bloomington Duluth Fargo—Valley City Amarillo 
Montgomery Evansville Minneapolis Austin 
‘ Indianapolis St. Paul Ohio Beaumont—Port Arthur 
A . ; 
motets Fort Wayne Cincinnati Big Spring 
sh aco ry South Bend—Elkhart Mississippi Cleveland Dallas—Ft. Worth 
lowa Jackson Toledo Harlingen 
Arkansas aahne Youngstown peweed 
Little Rock ; Missouri , 
El Dorado—Monroe, La. aa Columbia Oklahoma — 
California Sioux City Kansas City Ade Wichita Falls 
Bakersfield St. Louis Oklahoma City 
Hollywood Kansas Springfield Tulsa Utah 
Los Angeles Pittsburg—Joplin, Mo. Provo 
Oakland Topeka , Nebraska Oregon Salt Lake City 
Sacramento Wichita—Hutchinson unee Portland 
Stockton aha Virginia 
Sen age reer ad Pennsylvania Norfolk 
San Francisco New Mexico Aitenes Richmond—Petersburg 
Colorado eon Albuquerque Lancaster—Harrisburg Roanoke 
Denver aton Rouge —York 
Monroe New York Philadelphia Washington 
T Connecticut New Orleans Albany Pittsburgh Seattle—Tacoma 
Hartford — Shreveport Buffalo Wilkes-Barre — 
oo a ‘iat New York—Newark, N.J. — 
wee eo Rochester Rhode Island West Virginia 
Florida oo Providence Huntington—Charleston 
Jacksonville Massachusetts ed Oak Hill 
Miami Boston South Carolina Wheeling 
Orlando Greenfield North Carolina Charleston 
Palm Beach Springfield—Holyoke Ashevill Wi si 
p P y sheville Florence sconsin 
‘ensaco Charlotte Greenville—Spartanburg Green Bay 
has Mobile, Ala. Michigan Greensboro— ‘ © Madison 
ntly Tampa—St. Petersburg _ Detroit Winston-Salem Milwaukee 
upli- Georgia Flint Greenville Tennessee 
a Atlanta Grand Rapids Raleigh—Durham Memphis District of Columbia 
) heii Saginaw—Bay City Wilmington Nashville Washington 
Columbus 
arket 
Hawaii ‘ . : 
—- Honolulu *Growing every day! As this advertisement went te press, the above list was up-to- 
bey Illinois date and accurate. But by the time you read this, chances are, new VTR stations equipped 
id on Chicago for television recording and playback will have been added. So use this basic list for quick 
8 play q 
Decatur a , 
Pease reference, but be sure to check for any new and additional market coverage that has since 
™ Rockford become available. Call your local tape producer for the latest information! 
“SCOTCH” IS A REG. TRADEMARK OF 3M COMPANY, ST. PAUL 6. MINN. EXPORT 
99 PARK AVENUE, NEW YORK. N IN CANADA: LONDON, ONTARIO. O196! 3m CO. 
MAGNETIC PRODUCTS DIVISION 
® 
PMimnesora Mitnine amp \ffanuracrunine company 
oe WHERE RESEARCH IS THE KEY TO TOMORROW 
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Viewpoints 


(Continued from page 41) 


go when they leave you, and at what moment they left 
you, if they did. 

~ Television knows who is in the room. It knows not only 
what’s going on hour by hour but minute by minute. It 
finds out where the viewer lives, who makes up the family, 
and how much money this family has to live on. 

It knows how old dad is. 

It knows significant inside minutiae, and it knows all 
the out-size contours: penetration, flow, preference, habit- 
pattern, tune-out. 

It knows which stations get into what counties, and 
which don’t. 

Big Brother is watching. But Big Brother cares. 

So does Little Brother. The Pulse, Inc., interviews you 
in your own home. Trendex rings you up on the phone and 
asks you what you were looking at when the call came in. 
If a kid answers, Trendex asks for a grown-up. 

Some services pay viewers to keep diaries. The Videodex 
people reinforce their “diary data” by personal follow-up 
visits to every home in their sample. The Nielsen people— 
if you have a Nielsen Recordimeter in your house but if 
you forget to make your entry—wink a light at you and 
sound a buzzer. 

Enormously revealing data come in by the ton. 

If you want to know how your show did last night, you 
don’t have to wait two weeks, you can know at nine the 
next morning. Arbitron will tell you. Arbitron sets have an 





instantaneous mechanical device which transmits signals 
to a decoding office over a wire. 

One rating service—American Research Bureau—by 
identifying and keeping tabs on individual viewers, reveals 
duplication, non-duplication and accumulation of audi- 
ence. And they break down the two sexes into seven 
different age groupings. 

Through these services, television knows its audiences 
in terms of their occupation profiles, as well as their sex, 
age and education profiles. 

The scrutiny to which these services—and others not 
here mentioned—is to be subjected by the FCC can never 
be as merciless as the cold stare they get from their 
creators. Nor the colder stare they get from the sponsors 
who pay for the findings. If the services aren’t dependable, 
you cancel. 

“Enslavement to ratings” is an outside phrase. Tele- 
vision people don’t feel that way about them. To anyone 
familiar with television’s massive problem the word “en- 
slavement” can only seem irrelevant. 

Most people in television feel that they don’t have 
enough information, that they’re too free 
mistakes and to gamble unnecessarily. Because in the last 


free to make 
analysis that’s just what we in programming do—make 
enormous gambles, holding enormous stakes. 

Of course there are other values in programming in 
addition to numbers. But in this matter of samplings and 
ratings, if someone can bring us something better than 
what we have, we'll use it—GBR 





Pulse 


tion of a feature film (question 7) ? 
Judging from the answers, the most 
important one, predictably, is what 
the movie is about, while the least 


(Continued from page 37) 


important reason is the age of the 


picture. Star value also plays an im- 1 
portant role. 2 

The release date of a picture has 3 
been an important factor in feature- 4 


film distribution and programming, No choice 
but judging from the answers to 


questions 8 and 9, the age of the pic- 


Base for 





QUESTION 7: Rank the following items in order of importance to you in 
making a decision to watch a particular movie: 


Who plays What movie was heard about 
in movie is about released movie 
% % % %o 
38.6 50.1 3.8 7 
36.5 33.1 9.4 16.8 
17.6 13.1 24.9 38.7 
4.3 2.4 51.5 33.3 
3.0 1,3 10.4 3.7 
100.0 375 100.0 375 100.0 375 100.0 


percents: 375 


Year movie What know, 








ture has little meaning for most 
viewers of features on tv. Thus, in 
question 8, when respondents were 
asked if they knew what the term 
“post-'48” means, only 54 per cent 


the affirmative. 





QUESTION 8: When it comes to answer. Which 
movies on tv, do you know 


what the term “post-1948° 


Base for percents: 466 100.0 








husbanded, 
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of the total sample could answer in 


And of those, only 66.6 per cent, 
when asked to explain the term, were 
able to come up with the correct 
means that of the 
total sample, only about a third com- - 
prehend the meaning of that im- 7o 


means? portant date. 
% The answers to the Pulse survey Movie made before 1948 23.0 
Yes 54.0 show that features, when properly Movie made in 1948 5.2 
No 46.0 programmed, are an_ indispensable No explanation 9.2 


part of television today. Properly 


adequately 


they will probably continue to play 
a significant role in station program- 
ming. 





QUESTION 9: If “yes,” explain? 


Movie made after 1948 66.6 


100.0 


Base for percents: 252 








promoted, 















1 Now, Joe, if only 
you could polish off 
problem...” 


my big 


1|“Sure I have a problem. Listen .. . 
promoting an advertising medium like 
ours calls for dramatics. We blast out 
our one biggest sales point, loud and 
pretty — 


4|“Well, Mr. Smith, I don’t polish off 
many problems, but I shine up three 
agencies right across the street, and all 
the time, day or night, I see them looking 
up where they’re going to spend the 
money in a directory sort of thing —” 


v « 


2|“—but as promotion manager I worry 
about not registering the eight other big 
points in our total sales story for an 
advertiser. We could be losing contracts 
to competitors who claim to have the 
other values. 


5!“Oh, sure, Joe, you mean SRDS. We 
have a smasharoo blurb in there on 
our main sales point same as — hey .. . 
that’s it! Why don’t I put all our good 
points in Standard Rate, right where 
they have to look when they’re compar- 
ing us with the competition. Thanks, Joe, 
you sure polished off a tough one for me.” 


3| “Actually we have stronger arguments 
on all eight angles than any competitor, 
but we can’t crowd ‘em all into our im- 
pression ads. How can I plug this gap 
in my promotion plan, Joe?” 


6| With competent, strategically placed 
information in SRDS 

YOU ARE THERE 

selling by helping people buy 


SROS @ 


Standard Rate N's P| 
& Data Service, Inc. 


the national authority serving the 
media-buying function 

C. Laury Botthof, President and Publisher 
5201 OLD ORCHARD ROAD, SKOKIE, ILL.—YORKTOWN 6-8500 
SALES OFFICES—SKOKIE, NEW YORK, ATLANTA, LOS ANGELES 








Music (Continued from page 39) 
listen to the best audio reproduction 
that the small speaker in your tv set 
can transmit to you, and occasionally 
open your eyes when you wish to see 
what’s happening as you would at any 
live concert. But that approach I 
think is only living up to a small part 
of the potential or responsibility of 
televised music. There is an oppor- 
tunity to create a whole new method 
of presentation. This, if successful, 
can aid a viewer into staying with a 
piece of unfamiliar music longer, even 
stimulate his interest at the outset, or 
give him some more knowledge not 
only of the piece being played but of 
the relationship between conductor 
and instrumentalist, section to sec- 
tion, brass choir to woodwinds. 

But the problem develops: there are 
only so many ways you can photo- 
graph the strings and the tympany 
and the bassoons. As a viewer (or a 
director), how many more times 
would you like to look at a shot of 
the clarinet section through the 
strings of the harp, or down a row of 
French horn bells, or at an extreme 
close-up of the concertmaster’s left 
hand? All directors are guilty of 
over-use of these shots. But these very 
same visual compositions can be ef- 
fective and valid only when used 
when the music calls for them. The 
music, the printed score, the inde- 
pendent lives of those thousands of 
notes—these are what should deter- 
mine the camera work, and what the 
viewer ultimately sees on the screen 
in his living room. 


Another Means to the End 


In contrast to the shooting of a 
Mozart symphony, which might cre- 
ate an active participation on the 
part of the viewer and lead him some- 
how to sense the form of a very for- 
mal piece of music, there is another 
method: to parallel the effect of a 
piece of music. Take a polka from 
Shostakovitch’s ballet The Golden 
Age. This is essentially a comic work, 
full of surprises of the unexpected, 
and the humor arises primarily from 
its choppiness. The same can be done 
with the camera: the quick cuts from 
extreme close-up to wide shots of in- 
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struments and soloists, odd angles or 
framing and shots to the audience or 
conductor for reactions. 

The music contains all the answers 
to what should happen visually. You 
might have to search and search, or 
there might be a number of choices. 
There are no set rules, but that’s 
what makes horse races—and also 
good musical shows. 

This might be clearer in terms of 
opera. This is essentially a visual art, 
but it still stems from the printed 
page of music notes. When staging 
an opera like The Marriage of Figaro, 
you can find the exact answers to the 
most musical way of staging it, just 
by studying the score. In the first 
scene, for example, Susanna begs 
Figaro to look at her and admire the 
new hat she’s trying on, but Figaro 
is too busy measuring their bedroom 
for the placement of furniture. After 
her repeated entreaties, he finally 
looks at her. On which of her 10 bids 
for attention should Figaro put down 
his tape measure and look at her or 
cross to her? 


Melodic Answer 


Mozart supplies the answer—not in 
the text, but in the melodic line of 
musical notes. All of a sudden a 
then-strange-to-18th-Century-ears _ in- 
terval of a diminished fifth appears 
after her sixth entreaty. This is when 
Figaro’s curiosity (or lack of pa- 
tience) overcomes him, and the stage 
director has his’ answer. This kind of 
detective work happens in Mozart 
opera, Offenbach operetta and in 
Richard Rodgers musicals, too. Many 
times the composer is not conscious 
of it, but strangely enough the audi- 
ence is, or can be, because the audi- 
subconsciously knows when 
something is right or wrong within 
the frame or outside the frame of the 
musical sense, with the music or con- 


ence 


trary to the music. 

The same answers come from the 
pages of a purely orchestral score: 
when the violas should be seen; when 
the entire orchestra should be shown; 
when to change the picture from 
winds to brass; how fast or slow a 
moving dolly shot should be made. 

This brings us to cutting the show, 


but cleanly and musically, not using 





the overworked device, that great es- 
cape method—the dissolve. The dis- 
solve is a very effective tool when 
used at the right moments (in a lush 
string passage that fairly melts into 
another lusher phrase). But usually 
the dissolve is used in musical shows 
to mask the timidity of sticking one’s 
neck out to cut cleanly and rhythmi- 
cally and musically at the end of a 
phrase or during a rhythmic pattern 
of fast cuts that will match the musi- 
cal pace or excitement. Sometimes the 
technical director is at fault in this 
regard, not only the director who 
calls the shots. 

The picture should be the con- 
tainer for the sound. In other words, 
the temperature of musical excitement 
or actual dynamics of the music 
should relatively correspond (in di- 
rect or inverse proportion) to what 
one sees on the screen at that mo- 
ment. This can be as literal as in the 
case of a solo clarinet passage—let’s 
see the solo clarinet in good clean 
close-up; or as figurative as in the 
case of a sudden explosion fortissimo 
of sound—perhaps a close-up of a vio- 
lent conductor and a violent cue for 
attack and an immediate cut to the 
widest shot of the full orchestra 
might match this temperature of ex- 
citement. Using this theory of making 
the picture the container for the 
sound will also determine the exact 
moment when one picture should 
change to another picture. Usually 
the best practice is a split second be- 
fore the change in volume or new 
Then the 


screen or television picture is really 


musical phrase begins. 
set up to receive or hold the musical 
sound. 


Dramatic Parallel 


Actually, directing a musical tele- 
vision show is not unlike directing 
a dramatic play for television. There 
is a script—the musical score, a cast 
of actors—the orchestra and its con- 
ductor, and even its audience. There 
can be a story line. There are dia- 
logue, action and reaction, long shots 
and tight shots. . . . 

All this should arouse an audience 
into some active feeling, if it is musi- 
cally done. No “chewing gum.” But 
rather some active participation. 
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Tidewater (Continued frem page 40) 


advertisers will view it in a fraction 
(one-third, anyway) of the time 
usually required. Seminars in Chi- 
cago, New York, Atlanta and Los 
Angeles under way this summer in- 
clude the showing of the film, distri- 
bution of a new brochure on the 
market (part of a $75,000 joint pro- 
motion effort to back up the movie) 
and discussion “clinics” on the prob- 
lems of selling various categories of 
product in the Tidewater area. 


Local Meetings 

In the market itself, the three sta- 
tions are conducting a series of local 
meetings for the home representatives 
of national advertisers. Jobbers, 
wholesalers, district managers and the 
like are viewing the film and hearing 
a strictly broadcast presentation, while 
being given an opportunity to discuss 
individual problems in the market. 

“We're not pitching the individual 
stations” was the way one man put it, 
“but the market as a whole. If we 
bring in additional advertising vol- 
ume, we'll all benefit. Even if our 
channel doesn’t get immediate busi- 
ness, we'll help sell out the other sta- 
tions—and then the clients will have 


to come to us.” 


Day-Long Seminar 

To top off the joint effort, the gov- 
ernor of Virginia and the mayor of 
Norfolk plan to invite the advertising 
managers and/or presidents of the top 
100 corporations doing business in 
the Tidewater area to a day-long 
seminar at which the market’s poten- 
tial will be emphasized. 

That potential should be clear to 
every advertising manager, company 
executive, agency media man and 
timebuyer by the end of the year. The 
three-part committee evidently already 
has made its point to Newsweek maga- 
zine, which recently predicted that 
“Greater Norfolk will burst into mil- 
lions and become the south’s leading 
market.” 

They’re content to wait in Tide- 
water for the market to overtake 
Charlotte and Atlanta, as Newsweek 
predicts, but they’re not content at 
being bought after other southern 
areas—and they're doing something 
about it. 


ATTENTION Air Travel Card Holders!* 


> ——- 
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ENTITLED 
123456789 123456789 
JOHN DOUGH JOHN DOUGH 
HOLLYWOOD HOLLYWOOD 
CALIFORNIA CALIFORNIA 











5% DISCOUNT ON EVERYTHING YOU BUY 
ATCC PUTS REAL MONEY IN YOUR POCKET 


That’s right. Air Travelers Credit Card gives you 5% right off the 
top. Each month you or your company receives a 5% discount on all 
charges billed by Air Travelers. Cash and other credit cards are 
virtually eliminated. It’s easy to calculate the savings each year merely 
by figuring 5% of what you spend; however, when estimating what 
the 5% will amount to, don’t forget that in addition to the normal 
goods and services available on other cards, such as: transportation, 
restaurants, rental cars, lodging and gasoline, the ATCC CARD IS 
GOOD FOR THE PURCHASE OF PRACTICALLY EVERYTHING 
INCLUDING: AUTOMOBILES (ANY MAKE), CLOTHING, GRO- 
CERIES, INSURANCE, AND ALMOST ALL HOUSEHOLD ITEMS. 


$250.00 CASH ANYWHERE ANYTIME 


WE GUARANTEE YOUR CHECK! Through our member merchants, 
your check is good up to $250.00 anywhere anytime. This service alone 
justifies the annual fee. 


PRESTIGE prerereNTIAL TREATMENT WHEREVER YOU GO 


People know who you are. Maitres de take notice, and those hard- 
to-get reservations seem to open up. 


YOU HAVE EXCELLENT CREDIT 


The excellent credit relations that have been established enable us to 
issue the ATCC card exclusive of the familiar expiration date plus 
extend a discount which represents our savings on losses that may be 
sustained on average credit. 
ANY AIR TRAVEL CARD USER QUALIFIES INDIVIDUALLY OR AS A 
COMPANY, even though his Air Travel Card is issued in a company name. No 
deposit or credit information if you carry an Air Travel Card. In the event that 
you do not carry a card, upon receipt of the customary $425 deposit and the 
completion of a credit investigation, your ATCC card will be issued — or 
contact your favorite airline for an Air Travel Card. 


Air Travelers Z 5 Credit Card, INf. 
CLIP AND MAIL IMMEDIATELY TO: om HOLLYWOOD 28, CALIFORNIA 


AIR TRAVELERS CREDIT CARD, INC. 
HOLLYWOOD 28, CALIFORNIA 


My Air Travel 
I  _ yy —— 











Name 
CHECK ONE Home Address. meme 
Company Account 
Statement to Office City State. — 





(D Personal Account 
Statement to Office 

(D Personal Account 
Statement to Home 


Firm Name. Se - 





Office Address a 











City State — 
(C $25 Fee Enclosed (() Bill Me 





(| do not have an Air 
Travel Card. Please 
Send Application. 











Applicants Signature. el 





If applying for more than one card, print other names and addresses on a separate sheet. 
Fee, $25 each card per calendar year. My application is submitted, subject to acceptance, rules, and regulations 
of Air Travelers Credit Card, Inc. 


| *Air Travelers Credit Card has no connection in any way whatsoever with The Air Traffic Conference of America, The 
International Air Transport Association, Universal Air Travel Plan, or any airline. 
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Newsfront 


(Continued from 27) 










































in the gleeful aura around 30 Rocke- 
feller Plaza, as wor-Tv has telecast 
several of its Big Preview shows in 
color—and has come up with color- 
set ratings double and triple the black- 
and-white figures. 

For example, Trendex gave The 
High and the Mighty a rating of 18.3 
for the market as a whole. A special 
survey among New York color-set 
owners, however, turned up a tint 
rating of 35.7. 

The Jolson Story, telecast in the 
middle of July, after the promotional 
barrage that preceded High and 
Mighty had had a chance to die down 
somewhat, chalked up a_black-and- 
white rating of 13.4. Among the color 
homes, the figure climbed to 41.7. 
illustrated before that 
viewers with color receivers will turn 


It’s been 


first to color programming almost as 
a matter of course when black-and- 
white is the alternative. Wor-TV, tele- 
casting part of its regular Million 
Dollar Movie series in color, seems to 
have illustrated the fact again. 


th 
MARKET 





THE 








IN CONSUMER SPENDABLE 
INCOME PER HOUSEHOLD" IS 


LIMA, OHIO 


*Standard Rate and Data Service, Inc. 


WIMA-TV 


LIMA, OHIO 


NBC-ABC 
represented nationally by McGAVREN TV, INC. 


Elizabeth Beckjorden, 
Station Network Representative 
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Another use of color, incidentally, 
is being tried by KPLR-TV St. Louis. 
The station telecasts the St. Louis 
Cardinals’ baseball games played on 
the road. The team, figured a first- 
division club in before-season plans, 
is currently fighting its way out of 
sixth place. When the Cards fell 15-16 
games off the pace, viewing began to 
slide, too, and the station decided to 
offer 10 of the season’s games in color. 
“The figures aren’t in yet on results,” 
said a KPLR-TV executive, “but we feel 
certain the promotional values in the 
colorcasts will help the ratings.” 


Growth at a Glance 

From the Television Bureau of Ad- 
vertising comes a new brochure listing 
the top 100 national advertisers of 


‘1960, along with their expenditures 


in spot and network television, news- 
papers, general magazines and other 
media. Comparing the data with that 
of the brochures for the two years 
preceding, the following facts appear: 

In 1958, 96 of the top 100 adver- 
tisers used tv. In 1959, 97 used tv. In 
1960, 98 of the 100 used tv—and the 
two exceptions were liquor companies 
barred from the medium. 

In 1958, 65 of the top 100 con- 
sidered tv their basic medium. In 
1959, 68 considered tv their basic 
1960, 71 


placed more money in tv than in any 


medium. In companies 
other. 

In 1958, 42 advertisers placed more 
than 50 per cent of their budgets in 
tv. In 1959, 48 placed more than 50 
per cent in tv. In 1960, 51 adver- 
tisers ... 

In 1958, 22 advertisers spent over 
two-thirds in tv. In 1959, 25... and 
in 1960, 33.... 

In 1958, 12 advertisers spent over 
80 per cent of their budgets in tv. In 
1959, 15... and in 1960, 19.... 

In 1958, 23 advertisers spent over 
$10 million in tv. In 1959, 25... and, 
in 1960, 26.... 

Lest it be thought that tv’s course 
has been only upward, and that addi- 
tional gains cannot be made, it must 
be pointed out that in 1960 18 adver- 
tisers of the top 100 spent less than $2 
million in tv. The preceding year 
only 16 firms had spent under $2 
million, while 20 firms had spent un- 








Production Firm 


WFAA-TV-AM Dallas has cre- 
ated WFAA Productions in a 
strong campaign for production 
business on a national scale. 

As the first move of the 
newly formed company, WFAA 
has named Richard Gray, tv- 
radio production director for 
Geyer, Morey, Madden & Bal- 
lard, Inc., in New York, as 
manager. 

Mr. Gray will be in charge 
of all 


tape programming, commercial 


production, including 


taping, mobile contracts and 
commercials recording, at 
wFaA’s Communications Center 
in Dallas. He will also super- 
vise the crew and equipment at 
the center, which will cover 


nine Marconi cameras, three 


studio video-tape _ recorders, 
two video-tape recorders inside 
the mobile cruiser, complete 
stereo recording equipment and 
over 100 technicians. 

At GMM&B, Mr. Gray has 
been responsible for the com- 
plete production of live, film 
and tape commercials. He has 
also written, directed and pro- 
duced telecasts, 
industrial films, sales films and 


closed-circuit 


theatrical playlets for several 
of the agency’s accounts. 











der that amount in 1958. 

Interestingly, in each of the three 
years—’58, °59 and ’60—five of the 
top 100 advertisers spent more than 
$10 million in newspapers. Magazine 
expenditures fluctuated, though, with 
only two companies spending more 
than $10 million in 1958, six spending 
that much in 1959 and five spending 
that much in 1960. 

The percentage of dollars given to 
tv in each year, out of total expendi- 
tures, rose from 49.4 in 1958 to 50.6 
in 1959 to 53.5 in 1960. The 1960 
figure, however, is based on figures 
for six media, while the previous 
years figures were based on seven 
media (spot radio expenditures were 


not included in the 1960 tabulations). 
















Martin Brown (I.) has been elected vice president and treas- a y 
urer of the American Broadcasting Co., and Michael P. Boland 
(r.) has been named ABC vice president in charge of financial 
controls. Mr. Brown came to ABC as assistant treasurer of both 
the network and American Broadcasting-Paramount Theatres, 
Inc., the parent company, after serving for 10 years as a man- 
ager in the New York office of Price Waterhouse & Co. Mr. Bo- 


land has been with ABC since 1951 in various financial posts, 


‘ ’ 
and last January was elected vice president and assistant treasurer. \ 
. . T e 
Previously he had been with NBC. ee 





George Oswald (1.) has been elected a member of the execu- 
tive committee of Geyer, Morey, Madden & Ballard, Inc., and 
Vincent F. Aiello (r.) has been elected a vice president of the 
agency. Mr. Oswald came to GMM&B from Kenyon & Eckhardt 
six months ago as a senior vice president. At K&E he had been 
vice president, account supervisor and, during part of his nine 
years there, director of the agency’s regional offices. Mr. Aiello 
joined GMM&B’s creative department last November, coming 
from MacManus, John & Adams, where he had been senior vice 
president and director of creative planning. 





h é 


The appointment of Robert H, Wesson (|.) and Roger Bye 


(r.) to vice-presidential posts has been announced by Miller, 
Mackay, Hoeck & Hartung, Inc., Seattle-based national adver- 
tising agency. Mr. Wesson has been MMH&H media director for 
eight years; previously, after graduation from the University 
of California, he was publications editor for Tidewater-Asso- 
ciated and ABC western-division program director. Mr. Bye had 
been a senior writer in the Boeing public-relations department 
and copy chief for Holst, Cummings & Myers, Honolulu agency, 
before joining MMH&H as copy director in 1957. 


In the picture 


Harold H. Webber, vice president and director of the Cowles Magazines and Broad- 
casting, Inc., and formerly executive vice president of Foote, Cone & Belding, has been 
elected consumer-relations vice president of Lever Bros. Mr. Webber, who joins the com- 
pany on Aug. 15, will also serve as a member of Lever’s marketing committee and will 
supervise the firm’s advertising, promotion, marketing research and public relations. His 
experience in advertising dates back to 1941 when he joined the Chicago office of Lord 
& Thomas as an account research supervisor. Three years later, when Foote, Cone & 
Belding took over the L&T operation, Mr. Webber was named vice president and di- 
rector of research of the Chicago office, becoming executive vice president and director 
in 1955. He went with Cowles in 1957 as a vice president and became a director a year later. 





William N. Farlie has been named coordinator of advertising and sales promotion 
in the New York headquarters of the Esso Standard Region, Humble Oil & Refining Co. 
Mr. Farlie, whose position is newly created, has spent 13 of the last 16 years in Esso 
Standard’s advertising and sales-promotion division and was made an assistant manager 
of the division in 1955. Since 1958 he has served as manager of operations for both 
advertising and sales promotion at Esso Standard headquarters. He joined the company 
at its main New Jersey marketing offices in 1929 and was assigned to advertising and 
sales promotion in New York after 16 years in sales work. From 1952 to 1955 he was 
merchandising manager at the Del.-Md.-D.C. marketing headquarters of Esso. Mr. Farlie 
erew up in East Orange, N. J., and is a graduate of the Newark School of Fine Arts. 
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UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 


WPBN-TV 


Traverse City 


WTOM-TV 


Cheboygan 
One Rate Card 
Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 
7000 MORE Homes Reached Than Sta. 8B. 
( PM) 


-F, Noon-6 
1900 MORE Homes Reached Than Sta. 8B. 
(M-F, 6 PM-Mid.) 
2800 MORE Homes Reached Than Sta. 8B. 
(Sat. 6 PM-Mid.) 
1900 MORE Homes Reached Than Sa. B. 
un. & PM-Mid.) 


"ARB (March, 1960) 





Les Biedermon 
General Monoger 


| “ie Rintoul & weConnell | 


Network Representative Elisabeth Beckjordea 


representatives 
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A “prominent psychiatrist” _re- 
cently discussed a problem that con- 
fronts many executives in the com- 
munications field: work addiction. As 
the doctor put it, the disease involves 
an overriding compulsion to keep 
working—at the risk of life, sanity 
and family ties—in the belief that the 
business would fall apart if regular 
hours were kept and vacations were 
taken. “Fortunately,” we thought, “no 
one here is an addict.” Then we were 
jarred to have a salesman poke his 
head in the office door and ask, “Do 
you have any work I can do? I need 


a fix.” 


* ue oo 


That cartoon in a recent Sunday 
book section of the New York Times 
(huge sign in bookstore window say- 
ing, “Thank you, Newton Minow”) 
got us to thinking of a suitable reply. 
Something like, “You're welcome, 
Henry Miller,” or, “That's all right, 
Mickey Spillane.” 


* * * 


Have you heard about the new 
Greek television series? It’s called The 
Guns of Navarone Sunday. 


* * oo 


This one came across our desk with 
a big, mimeographed PLEASE! on it: 
“Gentlemen: Please be advised that 
(blank for name) is no longer em- 
ployed by Grubb Advertising, Inc. 
Material sent to this person is de- 
stroyed upon receipt.” 

No hard feelings there. 


aoe at ox 


We're just a little bit tired (in- 
veterate tv watchers, we) of that com- 
mercial where the two women meet 
after 12 years and the one is beautiful 
and the other a drab drudge. “How 
do you stay so young?” says the 
drudge. The answer, of course, is that 
the beauty uses a certain soap. Yeah, 
we can’t help thinking, but in real life 


the dialogue would go like this: 
“Why, Helen Winston, how have 

you kept that lovely complexion— 

after 12 years and four children?” 
“It’s simple, Margaret. I just use 





Brandex Soap—and have a full-time 


maid, a nurse for the two youngest, 
the two older boys in boarding school, 
air-conditioning throughout the entire 
house and the car, too, my own per- 
sonal beautician, an annual face-lift, 
and I never go out without at least 
five layers of make-up.” 


* ae * 


Reports have it that some enter- 
prising ad man is opening up a new 
bar for media buyers only. It’s going 
to be on the east-west thoroughfare at 
Times Square. The place’s name: The 
42nd Spot. 


ABC-TV is now acting as a job- 
placement agency for unemployed 
baseball players. It seems Don Drys- 
dale, pitcher for the Los Angeles 
Dodgers, was suspended for five days 
following a rhubarb with an umpire, 
but was immediately hired for an 
acting role in the network’s Rifleman 
series, (Rifleman star Chuck Connors 
is a former ballplayer.) 

We might have a trend here. Can’t 
you see a weary manager stalking to 
the mound, taking the ball from a 
pitcher who’s fallen apart in the top 
of the eighth, and saying, “All right, 
Lefty, get on over to Four Star.” 


Screen Gems again set itself the 
task of translating a cartoon char- 
acter into a real-life person when it 
came up with Hazel for NBC-TV, a 
new series based on that famous char- 
acter. (Last year it came through 
with Dennis the Menace for CBS- 
TV). 

Shirley Booth, who must bring 
Hazel to life, recently explained how 
the thing is done. “She must have 
humor, of course. She has to have a 
strong maternal complex. She is a 
little bit of a major-domo. She has 
to be a sort of ‘butch’ so she can get 
along with the kids. I am taking a 
line drawing and trying to make it 
into an oil painting.” 

Get it? 
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TAKING THE REWIND BREAK 


(or the Pause that Refurbishes) 


Once a month there’s silence on the set, when General Film’s 
newsy REWIND arrives in the mail. . . 

REWIND is rich in expert, up-to-date articles about equip- 
ment, new techniques, processing methods, jobs, confer- 
ences, conventions and other information vital to film 
production. 

To subscribe to REWIND simply send in your request and 
State your type of work. It’s distributed free of charge by 
General Film Laboratories, where unique service to the 
industry has made General the undisputed leader in the 


a] 
GENERAL 


FILM LABORATORIES 
1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 - central division / 106 W. 14th St., Kansas City 5, Mo. / GRand 1-0044 
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YOU CAN QUOTE ME... 


"We choose the WLW Radio and TV Stations for advertising 
MY-T-FINE Puddings and SWEL Frosting Mix because the 
WLW call letters speak for themselves as a symbol of 

leadership in the broadcasting industry.” 


[poten Ctbvedh 


Jeanette Le Brecht 
Vice President, Media 
Grant Advertising, Inc., 

New York 


LL SAY THIS... 


"Yes, the Crosley Stations offer the big 
three—programming, audience, promo- 
tion . . . which are all-important to an 
advertiser and an agency in wrapping up a 
SWEL time package with MY-T-FINEresults!”’ 


Thorn Tnac Drm etd 


Marion MacDonald 
Vice President, Creative 
Grant Advertising, Inc., 

New York 











